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This  cloud  stands  up 


Microsoft  Azure  scales  to  enable  AccuWeather 
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Personalization  Pays 

"Everything  we  do  is  about  putting  the  customer  first.”  If  that  sounds  like 
a  typical  quote  from  a  chief  marketing  officer,  think  again. 

These  days,  you’re  just  as  likely  to  hear  that  from  an  IT  leader,  and  in  this 
case  the  speaker  was  Verizon  Wireless  CIO  Shankar  Arumugavelu.  “We’re  put¬ 
ting  a  significant  premium  on  personalization,”  he  explains,  echoing  a  theme 
expressed  by  many  of  our  2015  CIO  100  award  winners  (see  “Getting  Very 
Personal,”  page  20).  “The  entire  customer  experience  comes  together  in  IT.” 

Innovation  and  business  value  are  the  twin  engines  that  drive  our 
annual  CIO  100  awards  program,  launched  in  1988  to  honor  the  accom¬ 
plishments  of  IT  organizations.  Each  year,  we  see  the  hottest  business 
trends  reflected  in  the  winning  IT  projects,  and  this  year’s  dominant  themes 
revolved  around  the  customer  experience,  business  agility,  real-time  analyt¬ 
ics  and  mobile  applications. 

For  example,  honoree  Hilton  Worldwide  was  recognized  for  developing 
a  digital  check-in  system  that  enables  guests  to  use  their  mobile  devices  to 
select  their  own  rooms  from  visual  floor  plans  at  more  than  4,200  hotels. 
“Guests  now  expect  a  level  of  personalization,”  says  Hilton  CIO  Bill  Murphy. 
“It’s  a  big  priority.  We  view  it  as  differentiation  in  the  market.” 

Yet  in  one  of  the  ironies  of  our  increasingly  digital  world,  many  companies 
find  that  there’s  more  customer  information  in  their  Web  analytics  systems 
than  there  is  in  the  heads  of  the  employees  who  deal  with  customers  face  to 
face.  As  our  story  reveals,  injecting  the  power  of  technology  into  personal 
interactions  can  be  complex  and  costly— raising  a  host  of  issues  around  cus¬ 
tomer  privacy,  product  design,  business  processes  and  enterprise  architec¬ 
tures.  “When  you  [consider  personalization],  you  need  to  really  understand 
your  master  data  sources  and  your  production  ecosystem  and  get  out  in  front 
of  any  integration  or  production  issues  early  on,”  says  CIO  Mitch  Hansen 
of  Boston  Heart  Diagnostics,  which  won  a  CIO  100  award  for  its  uniquely 
customized  health  reports  for  patients  with  cardiovascular  disease. 

In  addition  to  recognizing  our  CIO  100  winners,  this  issue  also  intro¬ 
duces  the  five  newest  members  of  our  CIO  Hall  of  Fame  (see  “Pioneering 
Spirit,”  page  30):  Cisco’s  Rebecca  Jacoby,  Eli  Lilly’s  Ina  Kamenz,  AECOM’s 
Tom  Peck,  State  Street’s  Chris  Perretta  and  Avnet’s  Steve  Phillips. 

We  look  forward  to  congratulating  our  CIO  100  winners  and  new  Hall 
of  Famers  in  person  at  the  CIO  100  Symposium  event,  Aug.  9-11  in  Colorado 
Springs.  Come  join  us! 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 
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CHATTER 


Why  Women  Ditch  IT 

Women  enter  the  IT  workforce  at  about 
the  same  rate  as  men,  but  around  the  mid¬ 
career  point  the  number  of  women 
in  IT  plummets.  Why?  Diversity  experts 
say  corporate  culture  often  sends  women 
overt  and  subliminal  messages  that 
they  don't  belong.  A  Bain  &  Co.  study, 
which  surveyed  1,000  men  and  women 
about  their  leadership  aspirations,  found 
that  women  with  two  years  or  less  of 
work  experience  led  men  in  ambition.  But 
aspiration  and  confidence  dropped 
dramatically  for  women  who  had  more 
than  two  years  on  the  job-independent  of 
marriage  and  motherhood.  The  study  cited 
three  factors:  a  disconnect  with  the  "ideal 
worker”  stereotype  (the  "always  on"  go- 
getter),  a  lack  of  supervisor  support, 
and  a  lack  of  role  models  in  the  workplace. 
www.cio.com/article/2937246/ 

E-Prescriptions  Lagging 

At  a  recent  health  IT  conference,  experts 
agreed  that  electronic  prescribing  tech¬ 
nology  can  help  curb  abuse  and  diversion 
of  controlled  substances  (such  as  opioids) 
by  replacing  paper  prescriptions,  which  can 
be  stolen,  forged  or  "upticked"  (altered 
to  increase  quantities).  But  adoption  of 
e-prescribing  systems  has  lagged  for  a  vari¬ 
ety  of  reasons,  including  misunderstand¬ 
ings  about  the  legality  of  the  technology. 
Nationwide,  just  2  percent  of  healthcare 
providers  now  use  e-prescribing  systems. 
www.cio.com/article/2934595/ 

Correction 

The  May  1  article  "Sweeten  the  Pot"  incor¬ 
rectly  described  IT  pay  rates  at  Chubb.  The 
article  should  have  said  that  pay  is  generally 
at  or  above  market  rates  for  50  percent  to 
70  percent  of  Chubb's  1,300  IT  employees. 
We  regret  the  error. 


Have  a  comment  about  a  story  in  this 
issue?  Go  to  www.cio.com/magazine  or 
write  to  ietters@cio.com. 
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Strategic  Losses 


How  many  truly  strategic  vendor  partners  do  you  have?  What  does  it  take 
for  them  to  earn  that  status?  While  every  enterprise  tech  vendor  may  strive 
for  that  elevated  level  of  importance  to  your  business,  more  often  than  not 
they  fall  short.  What  gives? 

According  to  our  2015  CIO  Role  and  Influence  research  survey,  in  the 
past  four  years  large  enterprises  (those  with  more  than  1,000  employees) 
have  reduced  the  number  of  vendors  they  consider  to  be  strategic  partners 
from  six  to  three,  on  average.  Some  of  that  drop  may  be  due  to  industry 
consolidation  or  the  wider  use  of  cloud  services  and  IT  service  providers. 
Some  of  it  may  be  the  result  of  vendors  falling  short  of  clients’  requirements. 

What  our  research  clearly  shows  is  that  these  are  the  top  three  reasons 
vendors  earn  strategic  partner  status:  top-notch  customer  service,  an  under¬ 
standing  of  their  customers’  business  goals  and  objectives,  and  great  post¬ 
sales  support  and  service.  What  did  our  1,249  survey  respondents  think 
about  price  and  product  features?  Those  didn’t  even  make  the  top  10. 

But  guess  what  most  tech  providers  like  to  talk  about  when  they’re  face 
to  face  with  CIOs?  Product  features.  I  know  this  from  the  time  I  spend  with 
both  communities  at  our  many  CIO  events  and  other  industry  gatherings. 
All  too  often,  I  watch  vendors  dive  in  and  start  talking  about  product  fea¬ 
tures  and  benefits  before  they’ve  established  credibility  in  understanding 
the  customer’s  market.  Even  worse,  they  forget  to  ask  about  a  CIO’s  specific 
business  goals  and  challenges. 

My  advice  to  IT  vendors  is  to  listen  more  and  talk  less  when  meeting 
with  CIOs.  Ask  open-ended  questions  about  their  companies.  Inquire  about 
the  biggest  competitors  in  their  vertical  industries.  Find  out  what’s  really 
on  their  minds.  Then,  when  it’s  your  turn  to  contribute  to  the  conversa¬ 
tion,  talk  about  how  your  team  can  help  them  meet  their  business  goals. 
Mention  some  of  your  current  clients  and  discuss  what  they’re  doing  with 
your  products.  Ask  who  makes  the  cut  as  a  strategic  partner— and  why. 

Some  of  the  CIOs  I  know  are  actively  reducing  the  overall  number  of 
major  vendors  they  use  in  order  to  work  with  startups  in  markets  for  emerg¬ 
ing  technologies  such  as  mobile,  security  and  data  management.  What  do 
you  think  the  reasons  are  for  these  losses  in  strategic  partner  relationships? 
I’d  love  to  hear  from  both  my  CIO  and  vendor  friends  on  this,  so  drop  me  a 
note  and  share  your  thoughts. 


Adam  Dennison,  SVP  &  Publisher 

adennison@cio.com 
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That's  where  we  come  in.  LogRhythm's  next-generation  security  intelligence  platform  identifies  high- 
impact  threats  and  neutralizes  them  before  they  can  result  in  a  material  breach.  It  uniquely  unifies  SIEM 
and  log  management  with  network  and  endpoint  forensics  and  advanced  security  analytics  to  provide 
comprehensive  threat  life  cycle  management  and  the  ideal  foundation  for  today's  cyber  security  operations. 
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Bridge  Connects  Coke 
To  Bleeding-Edge  Tech 

Finding  a  breakthrough  technology  before  your  com¬ 
petitors  do  is  like  taking  part  in  an  overcrowded  treasure 
hunt— even  when  you  have  the  reach  and  resources  of  $46 
billion  Coca-Cola.  “Do  you  really  get  a  competitive  advan¬ 
tage  working  with  Silicon  Valley  VCs?  No,”  said  Alan 
Boehme,  chief  information  and  innovation  officer  at  Coke. 

Speaking  at  our  recent  CIO  Perspectives  San  Fran¬ 
cisco  event,  Boehme  explained  why  his  team  turned  to 
the  startup  community  in  Tel  Aviv,  Israel,  to  launch  “The 
Bridge,”  a  unique  commercialization  and  mentoring  pro¬ 
gram  that  won  a  2015  CIO  100  award. 

Through  The  Bridge,  Israeli  startups  gain  access  to 
Coke’s  global  marketing  prowess  and  its  Fortune  500  part¬ 
ner  connections.  Coke,  said  Boehme,  gets  the  “first-mover 
advantage”  of  exclusive  access  to  bleeding-edge  technologies. 

Coke  zeroed  in  on  five  key  areas  for  startup  invest¬ 
ment:  consumer  engagement,  consumer  retail,  supply 
chain,  marketing  innovation  and  health/wellness.  “We’re 
a  great  launch  customer,”  says  Boehme.  “We  can  try  things 
anywhere  in  the  world,  see  if  it  works,  take  it  somewhere 
and  scale  it.”  —Maryfran  Johnson 
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We've 
cracked 
the code 
on  how 
to  do 

innovation. 

-ALAN  BOEHME, 
COCA-COLA  CO. 


Aaron  Cette 

CIO,  The  Bay  Club  Co. 

IT  Talent 
Hunting 
The  Valley 

What's  the  current  state 
of  IT  hiring  at  Bay  Clubs? 

One  of  the  things  I  always 
say  is  that  we're  always 
hiring.  We're  always  look¬ 
ing  for  people  with  a  great 
personality  and  passion  for 
growth  and  learning.  It's  not 
just  about  finding  that  skill 
set  in  technology;  it's  finding 
people  who  want  to  engage 
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in  the  business,  who  want  to 
learn,  who  can  take  a  lot  from 
different  areas,  whether  it's 
operations,  sales  or  market¬ 
ing.  Finding  that  blended  set 
of  skills  as  well  as  experience 
is  not  an  easy  thing  to  do, 

How  do  you  make  sure 
candidates  will  be  a  good 
fit  for  your  company? 

In  this  day  and  age  of 
Linkedln  and  social  media, 
you  have  people  who  are 
building  the  perfect  profile 
and  a  lot  of  times  that  profile 
doesn't  match  up  with  the 
actual  person.  So  having  the 
opportunity  to  interact  with 
them  and  get  them  some 
exposure  to  the  business 
and  culture,  you  really  start 
to  uncover  those  things.  We 
don't  get  hung  up  on  titles,  so 


we  try  to  provide  an  opportu¬ 
nity  for  them  to  come  in  and 
define  what  their  role  is,  not 
only  within  the  IT  organiza¬ 
tion  but  the  organization  as 
a  whole. 

What's  a  non-negotiable 
trait  when  you  interview 
a  candidate  for  IT? 

Someone  who's  willing  to 
come  out  of  their  shell.  Tra¬ 
ditionally  in  technology,  you 
have  the  people  who  find 
ways  to  hide-in  the  server 
room,  away  from  the  rest  of 
business.  They  should  be 
willing  to  open  up,  talk  about 
their  family,  the  things  they 
enjoy  doing,  what  are  they 
excited  about  at  the  Bay  Club 
and  what  drew  them  to  the 
Bay  Club. 

-Lauren  Brousell 
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On  knowing  your  IT  group's 
strengths  and  weaknesses: 

I  "Get  out  of  the  way  if  you  don't 
add  value.  It  seems  career-limiting 
|  to  say  it,  but  it  builds  respect  with 
|  your  partners.'' 

-Steve  Comstock,  CIO, 
CBS  Interactive 

On  what  CIOs  should  do  with 
that  'seat  at  the  table': 

"Overtime,  the  business  partners 
are  looking  for  you  to  shape  the 
strategy,  not  just  respond  to  it." 

-Kevin  Barnes,  00, 
E.  Ei  J.  Gallo  Winery 

On  why  IT  should  test  new 
technologies  in  the  real  world: 

"When  they  move  the  technol¬ 
ogy  out  of  R&D  and  put  it  into  the 
customer's  hands,  they  will  learn 
so  much  more  than  those  who 
never  did," 

-Meredith  Whalen,  SVP,  IDC 
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OUR  CLOUD. 


YOUR  OPPORTUNITY. 


We  own  our  network.  That  means  private  connectivity  to  the  cloud.  Tap  into  its  strength  to  move 
* 

your  firm  forward  and  extend  the  reach  of  your  own  IT  resources.  When  it  comes  to  advanced  cloud 
solutions,  our  customizable  services  provide  the  secure,,  reliable,  and  scalable  connectivity 
technology  in  the  financial  services  industry  demands.  And  that  makes  all  the  difference. 
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SAFEGUARDING  YOUR  SECURITY  AND  PRIVACY  AT  WORK  AND  AT  HOME 


From  the  editors  of  CSO  magazine,  Security  Smart  is 
a  quarterly  newsletter  ready  for  distribution  to  your 
employees— saving  you  precious  time  on  employee 
education!  The  compelling  content  combines 
personal  and  organization  safety  tips,  making  it 
applicable  to  many  facets  of  employees’  lives. 

Security  Smart  has  an  easy-to-read  design  and  clear, 
engaging  and  entertaining  articles  so  you  are  assured 
that  your  intended  audience  of  employees— your 
organization’s  most  valuable  assets— will  read  and 
retain  the  information.  Sign  up  today  to  start  having 
this  newsletter  distributed  as  a  key  tool  in  raising 
security  awareness  within  your  organization. 


Subscribe  today! 

To  view  a  sample  issue  of  the  newsletter,  learn 
about  the  delivery  options  and  to  subscribe  visit: 

www.SecuritySmart.com 


Security  Smart  is  published  by  CSO.  A  business  unit  of  IDG  Enterprise.  |  ©2015  CSO 
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Color  My  World 

PPG's  big-screen  kiosks  let  customers  test  2,000-plus 
colors  by  painting  virtual  rooms  by  mary  k.  pratt 


ONE  HUNDRED  2015 


It's  tough  to  make  home-decorating  decisions  when  you’re  standing  in  a  paint  store,  trying  to 
pick  colors  by  comparing  a  bunch  of  cardboard  swatches.  Should  you  choose  the  off-white  Pacific 
Pearl  or  the  aqua  Treasure  Island?  There’s  no  way  to  know  how  they’ll  look  on  your  wall.  Or  is  there? 

PPG  Industries  aims  to  help  those  stressed-out  customers— and  sell  more  paint  in  the  process. 
The  maker  of  paints  and  other  coatings  developed  an  interactive  in-store  kiosk  that  lets  shoppers 
select  colors  from  more  than  2,000  options  and  then  view  their  choices  on  a  42-in.  touchscreen. 
Users  of  the  PPG  Color  Work  Station,  which  is  a  2015  CIO  100  award  winner,  can  paint  virtual 
rooms  with  specific  colors,  view  videos  featuring  selected  colors  and  access  product  information. 

The  company  installed  the  kiosks  in  more  than  700  retail  locations  in  the  United  States,  Canada 
and  Mexico  in  2014.  “The  idea  was  to  engage  customers.  This  was  one  part  of  the  strategy  to  increase 
sales,  to  convert  more  prospects  into  sales,”  says  Werner  Baer,  vice  president  of  IT  at  PPG  Archi¬ 
tectural  Coatings.  ►  ► 
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such  as  configuration  errors  or  responses  to  phishing  scams  . . 
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Using  digital  technologies  for  customer 
engagement  is  critical  in  the  retail  sector 
today.  “There  is  a  race  to  win  the  hearts  and 
wallets  of  consumers  by  adding  more  and 
more  features,”  says  Leslie  Hand,  vice  presi¬ 
dent  of  IDC  Retail  Insights. 

Users  of  PPG’s  kiosk  can  scan  bar  codes 
from  paper  color  chips  and  brochures  to  view 
the  colors  on  the  big  screen.  The  system  can 
also  be  used  to  send  customers  email  with 
their  selections  and  images  of  sample  painted 
rooms,  so  they  can  view  their  choices  on  their 
own  devices  later  on. 

Each  kiosk  is  Internet-enabled  for  two- 
way  communication,  so  PPG  can  pull  data 
from  built-in  analytics  about  consumer  inter¬ 
actions,  and  push  new  colors  and  other  updates  to  the  kiosks. 

PPG  had  to  overcome  several  challenges,  says  Christopher 
Caruso,  director  of  global  busi¬ 
ness  IT.  The  kiosks  had  to  be 
installed  in  the  stores  just  right; 
if  the  screen  was  installed  too 
tightly  to  the  frame  it  wouldn’t 
work  properly.  Other  challenges 
centered  on  wireless  connectiv¬ 
ity  and  data  security  in  stores. 

Baer  says  early  data  collected 
from  retail  outlets  shows  that 
stores  with  kiosks  sold  more 

paint.  “So  we  believe  it’s  helping  close  the  sale,”  he  says.  The 
kiosks  also  save  PPG  money  by  limiting  the  need  to  print,  dis¬ 
tribute  and  update  paper  color  chips,  Baer  adds. 

More  important,  the  kiosks  open  up  new  opportunities. 
Eventually,  the  kiosks  will  be  able  to  help  people  color-coor¬ 
dinate  entire  renovation  projects,  not  just  the  paint,  Caruso 
says.  The  goal  is  to  add  data  from  other  companies  so  that  cus¬ 
tomers  can  use  the  kiosks  to  identify  merchandise  that  color- 
coordinates  with  their  paint  selections  and,  likewise,  to  find  the 
PPG  paint  that  matches  other  purchases,  such  as  new  rugs  or 
curtains.  The  kiosks  will  use  analytics  to  recommend  items  to 
shoppers,  and  let  customers  create  their  own  custom  colors. 

Capabilities  like  that  should  help  drive  sales,  Hand  says. 
“The  more  you  can  get  into  supporting  the  whole  process,”  she 
explains,  “the  more  you’re  going  to  lock  in  that  customer  loyalty.” 

Mary  K.  Pratt  is  a  freelance  writer  based  in  Massachusetts, 
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Many  midsize  U, 5.  cities  now  make  attractive  alternatives  to 
fndia  and  other  offshore  locations  for  IT  and  shared  services 


Best  U.S.  cities  for  IT  and 
business  service  centers* 

1.  Syracuse,  N.Y, 

2.  Jacksonville,  Fla. 

3. Tampa,  Fla. 

4.  Lansing,  Mich, 

5.  Grand  Rapids,  Mich. 

*  Based  on  factors  puch  as  iabor  costs, 
workforce  quality-and  Infrastructure  % t ' 
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'This  was  part 
of  the  strategy 
to  convert 
more  prospects 
into  sales." 

-Werner  Baer,  VP  of  IT, 
PPG  Architectural  Coatings 


□ 


y 

i . i 

□ 

n 

t— J 
□ 
pi 

’-r-J 

a 


i" 

n 

□ 

5 

n 

5 

E 

U 

□ 


Scotch  Gets  a 
Smart  Bottle 

Johnnie  Walker  Blue  Label  Scotch  whisky-and 
its  iconic  square  bottle,  introduced  in  1870- 
may  be  headed  to  the  Internet  of  Things. 
Johnnie  Walker  parent  Diageo  and  Thinfilm 
Electronics  have  developed  a  prototype 
"smart  bottle"  that  can  be  tracked  throughout 
the  supply  chain,  is  capable  of  sending  mar¬ 
keting  messages  to  consumers'  smartphones, 
and  knows  when  it  has  been  opened. 

The  smart  bottles  feature  Thinfilm  printed 
sensor  tags  equipped  with  Near  Field  Com¬ 
munication  technology,  which  Diageo  uses  to 
send  personalized  messages  to  people  who 
scan  the  tags  with  their  smartphones. 

"These  are  people  standing  in  stores  or 
bars  and  wondering  whether  they  [should] 
buy  the  single  malt  or  the  blend.  Highland 
or  Lowland,"  says  Venky  Balakrishnan  Iyer, 
global  vice  president  of  digital  innovation  at 
Diageo,  which  sells  beer,  wine  and  spirits  in 
more  than  180  countries. 

The  tags  can  also  detect  when  the  factory 
seal  is  broken.  "We  know  the  bottle  opening 
event  has  occurred,"  Balakrishnan  says.  "Our 
communication  can  change  from  guiding  the 
consumer  on  which  bottle  to  buy  to  how  to 
best  enjoy  this  product." 

-Thor  Olavsrud 
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*  *  23%  Bank  customers  who  are  mobile-first,  meaning  they  primarily 
use  mobile  devices  to  access  their  checking  accounts  javelin  Strategy  &  Research  ••••••••••••« 
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Jim  Kent 


CEO,  WORKSOFT 

With  over  twenty  years  lead¬ 
ing  and  growing  software  and 
technology  companies  in  the 
U.S.  and  abroad,  Kent  oversees 
corporate  strategy,  growth 
and  innovation  at  Worksoft, 
a  leading  global  provider  of 
automation  software  for  busi¬ 
ness  process  validation  and 
business  process  discovery. 

As  CEO,  he  works  with  Global 
5000  companies  to  speed  up 
project  timelines,  improve 
quality  and  gain  operational 
efficiencies. 


FOR  MORE  INFORMATION: 

please  visit  www.worksoft.com 


WORKSOFT 
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Strategic  Marketing  Services 


Whether  outsourcing  or  insourcing 
QA,  automation  is  key! 


Many  businesses  choose  to  outsource 
IT  projects  and  even  business  processes. 

But  in  doing  so,  CIOs  risk  losing  direct 
control  over  key  elements  of  quality  and 
performance.  In  a  recent  interview,  Jim  Kent, 
CEO  of  automation  technology  provider 
Worksoft,  Inc.,  argues  that  as  the  number 
of  enterprise  applications  continues  to  grow, 
automation  enables  CIOs  to  retain  control 
over  quality  assurance,  whether  the  function 
is  outsourced  or  insourced. 

Why  have  many  CIOs  turned  to  out¬ 
sourcing  quality  assurance  for  their 
enterprise  applications  projects? 

Companies  that  outsource  projects  or  ongo¬ 
ing  maintenance  to  a  systems  integrator 
or  consultant  typically  are  looking  to  gain 
efficiencies  and  access  to  specific  expertise. 
QA  is  part  of  every  project  and  can  account 
for  30  percent  to  40  percent  of  project 
resources  to  ensure  that  the  application  is 
going  to  work  as  expected.  Sis  account  for 
about  75  percent  of  the  projects  underway 
today  for  Global  5000  companies,  and  this  is 
a  growing  trend. 

How  does  outsourcing  enterprise 
application  QA  impact  a  CIO's 
management  control? 

CIOs  are  getting  more  and  more  uncom¬ 
fortable  over  this  because  the  situation  is 
dramatically  different  than  a  few  years  ago. 
Business  units  have  an  enormous  say  in 
the  technology  choices  being  made  and  the 
number  of  enterprise  applications  in  use 
has  exploded.  A  $10  billion  company  may 
have  500  different  enterprise  applications. 
Quality  assurance  means  ensuring  that  every 
business  process  works  end-to-end,  every 
day,  across  all  of  those  applications.  Today 
a  "one-app-at-a-time"  mentality  no  longer 
works.  And  with  the  typical  SI  relationship 
lasting  only  36  months  on  average,  if  QA  is 
being  done  manually  or  with  scripting,  all 
that  intellectual  property  likely  goes  out  the 


door  when  the  relationship  ends.  QA  activi¬ 
ties  need  to  be  viewed  differently  today;  they 
must  be  viewed  as  creating  a  long-term, 
reusable  corporate  asset  for  the  enterprise. 

Does  a  platform  for  automated 
functional  testing  give  the  CIO 
greater  control? 

Absolutely.  Without  automation,  an  orga¬ 
nization  is  either  not  checking  every  core 
business  process  or  is  not  doing  it  often 
enough.  With  the  pace  of  change  today,  it's 
impossible  to  keep  up  by  doing  this  manually 
or  using  scripts.  With  an  automation  platform 
to  perform  testing,  they  can  "capture"  every 
one  of  their  core  processes  and  run  that 
automation  portfolio  monthly,  weekly,  daily, 
or  on  demand.  We  have  customers  doing 
lights-out  testing  with  100  virtual  machines 
performing  300+  hours  of  automation  every 
night!  That's  validating  hundreds  of  thou¬ 
sands  of  business  process  steps  daily.  With 
automation  software,  three  people  can  do 
the  work  of  100  resources  testing  manually. 

Are  some  CIOs  reconsidering  the 
decision  to  outsource  QA? 

Yes,  in  some  cases,  but  whether  you  bring 
QA  in-house  or  continue  to  outsource,  an 
automation  platform  is  critical.  It  offers  a 
way  for  CIOs  to  retain  control  even  if  they 
outsource  quality  assurance.  They  can  do  this 
by  owning  the  automation  assets  that  are 
developed  by  outsourced  service  providers. 

Global  5000  companies  are  introducing 
digital  strategies  and  seeing  digital  initiatives 
as  mission-critical,  so  crisp  execution  is  vital. 
When  websites  and  business  processes  are 
interrupted,  customers  can  be  impacted  and 
that  can  land  a  company  with  a  high  profile, 
negative  news  story.  Fortunately,  automation 
makes  it  possible  to  largely  eliminate  the 
risk  of  technology  failures  when  it  comes  to 
enterprise  applications.  There's  no  better  way 
for  a  CIO  to  lock-in  quality  for  the  business 
processes  they  support.* 
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BERNER  FOOD  AND  BEVERAGE 

Spotting  Bottlenecks  and  Defects 

BY  STEPHANIE  OVERBY 


THE  PROJECT  ::  Deploy  predictive  analytics  to  increase 
operational  efficiency  and  manage  product  defects  at  a 
contract  manufacturer  of  private-label  and  store-brand 
food  and  beverages. 

THE  BUSINESS  CASE  ::  For  Berner  Food  and  Beverage, 
controlling  costs  while  maintaining  tight  control  over  inven¬ 
tory  is  key,  because  90  percent  of  its  products  are  made  to 
order.  The  company  needed  a  low-cost  data  analytics  tool 
to  help  it  improve  plant  utilization,  forecast  demand  and 
address  problems.  “We  were  looking  for  predictive  analyt¬ 
ics  to  help  us  get  a  grasp  on  how  to  be  more  efficient  and 
improve  product  quality,”  says  Berner  CIO  Tony  Grove. 

FIRST  STEPS  ::  For  years,  Microsoft  Access  and  Excel  had 
been  Berner’s  data  reporting  tools.  Grove  wanted  a  system 
that  could  extract  and  analyze  structured  and  unstruc¬ 
tured  data  from  various  sources,  including  the  company’s 
ERP  and  CRM  systems,  but  he  held  off  on  the  investment 
until  he  found  a  cost-effective  approach.  In  2014,  Berner’s 
ERP  vendor,  Aptean,  added  data  connections  between  its 
ERP  and  factory  systems,  paving  the  way  for  Grove  to 
implement  an  analytics  layer  from  QlikView  on  top  of  those 
systems.  Grove  started  by  feeding  financial  data  into  the 
system  to  replace  daily  operational  reports,  such  as  days 
outstanding  for  accounts  receivable,  and  do  some  financial 
forecasting.  “The  technology  itself  wasn’t  an  issue;  data 
accuracy  was,”  he  says.  “We  had  to  make  sure  our  daily 
transactions  were  being  recorded  accurately.” 

Once  managers  were  comfortable  with  the  data  and  the 
analytics  tool’s  predictive  capabilities,  the  company  began 
applying  them  to  other  operational  issues.  For  example, 
when  a  customer  has  a  complaint  about  a  product— say, 
a  can  of  aerosol  cheese  won’t  spray— managers  can  use 
QlikView  to  see  where  on  the  factory  floor  the  specific 


product  was  made.  Factory  personnel  and  distributors 
are  alerted  to  possible  problems  with  products,  and  the 
analysis  is  fed  in  to  a  monthly  report  detailing  the  troubles 
so  process  improvements  can  be  made.  “Before,  it  was  a 
time-consuming,  manual  process,”  Grove  says.  “Now  we 
can  combine  post-fail  data  with  operational  data  to  tell  us 
if  and  where  we  have  a  problem.  Once  we  get  a  complaint 
in,  we  can  figure  that  out  within  an  hour.” 

Advanced  analytics  have  also  enabled  Berner  to  pre¬ 
dict  customer  demand  with  95  percent  accuracy.  “Before, 
we  were  lucky  if  we  were  in  the  80  percent  range,”  says 
Grove.  “Being  able  to  forecast  that  is  a  big  plus.  That  frees 
up  millions  of  dollars  in  inventory  that  we  don’t  need  to 
have,  helping  with  cash  flow.” 

WHAT  THEY  DISCOVERED  ::  QlikView  "takes  us  through 
every  point  of  our  operation  that  gives  us  data  and  helps 
us  move  things  along,"  says  Grove.  "We  can  continue  to 
slice  and  dice  to  see  where  we  can  make  improvements." 
The  intelligence  has  enabled  Berner  to  uncover  opera¬ 
tional  weaknesses  that  previously  would  have  taken 
weeks  to  find.  "That's  way  too  long  after  the  fact,"  says 
Grove.  For  example,  the  company  used  analytics  to 
uncover  the  source  of  a  bottleneck  that  was  slowing 
down  production  to  less  than  200  pieces  per  minute-an 
unacceptable  rate-so  they  added  more  equipment  for 
filling  containers  with  food  and  added  more  cookers.  The 
continuous  improvement  helps  Berner  get  its  products 
to  stores  faster,  improving  freshness  and  shelf  life.  And 
company  leaders  are  glad  they  waited  for  a  tool  within 
their  budget.  "We've  been  able  to  enter  the  modern  era 
of  analytics  and  reporting  without  spending  hundreds 
of  thousands  of  dollars  to  do  it,"  says  Grove. 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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3  Accelerators  for  Your  Career 

Want  to  move  from  IT  strategist  to  business  leader?  Be  the  person  who  asks 
killer  questions,  finds  new  mentors  and  takes  big  risks,  by  matt  bishop 


Many  IT  leaders  aspire  to  becoming 
broader  leaders  within  their  businesses— 
say,  chief  operating  officer  or  head  of 
shared  services.  For  those  who  seek  to 
get  promoted  beyond  IT,  here  are  three 
accelerators  that  I’ve  seen  prove  highly  effective. 

Master  the  art  of  the  "killer"  ques¬ 
tion.  The  right  question,  asked  at  the  right 
time,  in  the  right  way,  can  grant  you  sig¬ 
nificantly  more  credibility  and  impact  than 
any  soliloquy  on  a  particular  topic. 

The  killer  question  demonstrates  that 
you  have  broad  knowledge  (of  business, 
technology,  culture  and  financial  matters), 
an  appreciation  of  context  and  implica¬ 
tions,  and  the  sophistication  to  shape  out¬ 
comes  via  influence. 

Too  often,  IT  leaders  try  to  demonstrate 
these  characteristics  by  expressing  their 
opinions.  A  more  effective  approach  is  to  build  your  indi¬ 
vidual  knowledge  base,  use  integrative  thinking  and,  most 
important,  become  an  amazing  listener. 

We’ve  all  seen  this  in  action:  There’s  debate  around  a 
given  topic  and  consensus  seems  difficult  to  achieve.  Then, 
someone  who  has  been  relatively  quiet  asks  a  question  that 
brings  the  issues  into  clarity  and  reframes  the  discussion 
so  a  decision  can  be  reached. 

Become  this  person  in  your  interactions  with  those  who 
can  help  you  get  to  your  destination. 

Embrace  new  mentors.  We  all  know  the  importance 
of  a  good  mentor.  But  to  make  the  cutover  to  a  business 
leader,  new  types  of  mentors  are  often  required. 

Most  CIOs  have  peers,  personal  coaches,  academics  and 
business  leaders  within  their  organizations  who  serve  as 
their  mentoring  network.  These  mentors  can  help  you 
develop  skills,  refine  your  approaches  and  navigate  the 
internal  dynamics  of  an  organization. 


However,  to  truly  accelerate  your  transition  to  business 
strategist,  you’ll  need  to  broaden  your  mentor  network 
and  seek  new  perspectives  that  provide  viewpoints  out¬ 
side  your  organization— from  people  who  have  minimal 
understanding  of  technology,  and  who  do  not  necessarily 
understand  your  context  or  career  path. 

Seek  mentors  who  don’t  shy  away  from 
delivering  tough  messages.  The  key  is  find¬ 
ing  new  types  of  thinking  that  provide  the 
perspectives  and  skills  related  to  your  des¬ 
tination,  from  individuals  who  are  willing 
to  lay  out  what  you  need  to  do  to  get  where 
you  want  to  go. 

Develop  a  "burn  the  boats"  men¬ 
tality.  Are  you  willing  to  totally  risk  what 
you  have  for  what  you  want?  Most  people 
aren’t— including  many  CIOs  who  aspire 
to  business  leadership  positions. 

Quite  often,  people  genuinely  desire 
new  roles  but  hedge  their  ambitions  in  case  things  don’t 
work  out.  Hedging  can  affect  your  behavior,  and  others  will 
pick  up  on  it— and  they’ll  begin  to  doubt  your  commitment. 

If  you  really  want  to  make  the  transition  to  business 
leader,  you  need  to  burn  the  boats— just  as  Hernan  Cortes 
did  in  his  conquest  of  Mexico  on  behalf  of  Spain. 

The  legend  is  that,  upon  landing  in  Mexico,  the  con¬ 
quistador  ordered  his  crew  to  set  their  vessels  on  fire. 
That  meant  failure  was  no  longer  an  option.  Once  success 
became  the  only  way  forward,  Cortes  and  his  small  contin¬ 
gent  were  able  to  conquer  an  entire  civilization.  While  the 
legitimacy  of  the  conquest  can  be  debated,  the  Spaniard’s 
leadership  was  truly  remarkable. 

As  you  look  to  make  the  transition  to  leadership,  burn¬ 
ing  your  boats— and  removing  all  options  except  success 
—will  accelerate  your  progress. 


Matt  Bishop  is  the  global  managing  principal  for  KPMG's  CIO 
Advisory  practice.  Contact  him  at  mbishopiskpmg.com. 


You'll  need  to 
seek  new  types 
of  mentors  who 
provide  outside 
perspectives 
and  who  don't 
shy  away  from 
delivering  tough 
messages. 
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No  Thawing  Allowed 

Kroger  uses  sensors  to  keep  frozen  foods  f rozen-and  makes 
its  first  foray  into  the  Internet  of  Things  by  tom  kaneshige 

Every  summer,  people  head  to  the  grocery  store  in  droves  to  pick  up  cartons  of  cold,  creamy  ice 
cream.  It’s  a  great  way  to  stay  cool.  But  shoppers  will  go  elsewhere  if  the  frozen  dairy  treat  is  crusted 
with  yucky  ice  crystals— the  result  of  freezing,  thawing  and  refreezing. 

No  one  knows  this  better  than  Chris  Hjelm,  CIO  at  Kroger,  a  $108  billion  supermarket  chain  and 
a  2015  CIO  100  award  winner.  He  says  temperature  spikes  in  the  refrigerator  case  can  make  cold 
goods  go  bad,  and  there  are  lots  of  circumstances  that  can  lead  to  spikes:  A  compressor  may  go  out, 
defrost  cycles  could  run  too  long,  a  door  might  have  a  bad  seal,  or  someone  could  leave  a  door  ajar. 

Hjelm  and  his  research-and-development  team  decided  to  try  to  ward  off  such  problems  by  turn¬ 
ing  to  Internet  of  Things  (IoT)  technologies.  He  equipped  refrigerated  containers  with  sensors  that 
check  temperatures  every  30  minutes— instead  of  having  employees  manually  check  then  ►  ► 
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mometers  twice  a  day— and  then  alert  store  managers 
and  facilities  engineers  if  the  mercury  hits  unsafe  levels. 

“It’s  something  every  food  retailer  will  have,”  Hjelm 
predicts. 

Today,  Kroger’s  IoT  temperature  monitoring  system 
cuts  down  on  the  number  of  cold  products  that  go  bad 
and  have  to  be  thrown  out,  reduces  labor  and  saves 
energy.  And  happy  customers  enjoy  better  ice  cream 
and  other  cold  and  frozen  foods. 

A  typical  Kroger  store’s  temperature  monitoring 
system  has  more  than  220  tags  connected  to  a  network 
that  uses  the  ZigBee  low-bandwidth  wireless  network 
protocol.  Nearly  half  of  the  chain’s  2,600  stores  have  the 
technology;  a  complete  rollout  is  expected  by  early  2016. 

Kroger’s  temperature  monitoring  system  is  part  of 
a  massive  IoT  movement.  Some  4.9  billion  devices  and 
pieces  of  industrial  equipment  will  be  connected  to  the 
Internet  this  year,  primarily  in  the  manufacturing,  utili¬ 
ties  and  transportation  sectors,  and  then,  later,  govern¬ 
ment,  according  to  Gartner. 

That’s  not  to  suggest  that  embracing  the  IoT  is  easy. 

“It’s  not  as  simple  as  saying,  ‘I’ve  got  a  cool  tempera¬ 
ture  monitoring  system,  let’s  go  put  it  in.’  There  are  more 
pieces  to  this  puzzle,”  Hjelm  says. 

Sensory  Overload 

Hjelm  and  his  team  had  to  spend  months  tweaking  the 
temperature  monitoring  system  to  work  with  an  array  of 
existing  refrigerator  cases,  each  with  a  different  defrost 
cycle.  They  also  had  to  find  tags  that  were  waterproof 
and  humidity-proof.  And  they  needed  a  data  manage¬ 
ment  plan,  because  the  tags  throw  off  a  lot  of  data.  On 
top  of  all  that,  employees  needed  training. 

The  temperature  monitoring  system  has  a  strong 
ROI,  but  the  bigger  payoff  will  come  in  the  future,  Hjelm 
says.  This  is  Kroger’s  first  foray  into  the  IoT,  and  it  laid 
the  foundation  for  the  deployment  of  more  systems  that 
use  tags  and  monitors. 

“We  have  a  pipeline  of  innovation,  such  as  a  mobile 
shopping  system  with  laser  scanners  and  network-con¬ 
nected  LED  lighting  sensors,  that  we  believe  will  take 
advantage  of  this  infrastructure  investment,”  Hjelm  says. 

The  cherry  on  top,  says  Gartner  analyst  Alfonso 
Velosa,  is  that  IoT  projects  can  advance  a  CIO’s  career.  For 
example,  a  store’s  refrigerator  cases  are  expensive  assets 
that  literally  touch  the  product  and  ensure  its  quality— 
and  they  don’t  belong  to  the  CIO.  But  when  IT  puts  tags 
on  them,  the  CIO  moves  to  the  front  line  of  the  business. 

“This  is  an  opportunity  for  the  CIO  to  engage  and 
become  more  relevant  to  the  business,”  Velosa  says. 


Tom  Kaneshige  is  a  former  senior  writer  for  CIO.com. 


u 

rX‘ 
l  J 

r~j 

A 

L_J 

o 

S 


Things 

You  Need 
to  Know 


DATA  LAKES 


1THE  CONCEPT  IS  STILL  QUITE  NEW.  The  term  data 
lake,  credited  to  Pentaho  CTO  James  Dixon,  has  been 
bandied  about  for  several  years.  But  the  idea  of  data 
lakes  as  corporate  resources  is  still  in  its  infancy, 
according  to  IDC  analyst  Ashish  Nadkarni.  A  data  lake  is 
defined  as  a  massive-and  relatively  cheap-storage  reposi¬ 
tory,  such  as  Hadoop,  that  can  hold  all  types  of  data  until  it 
is  needed  for  business  analytics  or  data  mining.  A  data  lake 
holds  data  in  its  rawest  form,  unprocessed  and  ungoverned 


2  YOU  CAN'T  BUY  A  READY  TO  USE  DATA  LAKE. 

Vendors  are  marketing  data  lakes  as  a  panacea  for 
big-data  projects,  but  that's  a  fallacy,  according  to 
Gartner.  "Like  data  warehouses,  data  lakes  are  a  con¬ 
cept,  not  a  technology,"  says  Gartner  analyst  Nick  Heudecker. 
"You  can  use  several  technologies  to  build  a  data  lake.  At  its 
core,  a  data  lake  is  a  data  storage  strategy." 


3  LAKES  HAVE  BIG  APPETITES  FOR  DATA.  Data 

lakes  are  designed  for  data  ingestion-the  procedure 
that  involves  gathering,  importing  and  processing 
data  for  storage  or  later  use.  "Where  the  storage  cost 
model  of  a  data  warehouse  may  not  lend  itself  to  wholesale 
data  ingestion,  a  data  lake  does,"  Heudecker  says.  "Also,  a 
data  lake  doesn't  require  the  users  to  create  a  schema  before 
data  is  available  for  use.  Data  can  simply  be  ingested  and  the 
schema  created  and  applied  when  the  data  is  read." 


4  YOU  MUST  INVOLVE  MULTIPLE  FACETS  OF  THE 
BUSINESS.  Data  lakes  are  resources  for  the  entire 
organization,  not  just  IT.  Therefore,  all  interested  par¬ 
ties  should  be  involved  in  planning  data  lake  projects. 
"It  is  central  to  the  firm's  big-data  architecture,  and  therefore 
cannot  be  implemented  in  isolation,"  Nadkarni  says.  In  addi¬ 
tion  to  IT  managers,  a  data  lake  project  should  involve  busi¬ 
ness  leaders  and  users.  Storage  experts  also  need  to  play  key 
role.  "At  the  end  of  the  day,"  Nadkarni  says,  "it  is  a  storage 
platform,  and  therefore  [companies]  should  involve  the  stor¬ 
age  team  in  its  design  and  implementation." 


5 THE  BIGGEST  BENEFITS  DON'T  COME  FROM 

TECHNOLOGY.  The  business  value  of  a  data  lake  has 
very  little  to  do  with  the  underlying  technologies 
chosen,  Heudecker  says.  "Instead,  the  business  value 
is  derived  from  the  data-science  skills  you  can  apply  to  the 
lake,"  he  says.  "Data  lakes  aren't  a  replacement  for  existing 
analytical  platforms  or  infrastructure.  Instead,  they  comple¬ 
ment  existing  efforts  and  support  the  discovery  of  new  ques¬ 
tions."  Once  those  questions  are  discovered,  he  says,  you 
then  "optimize"  for  the  answers.  "Optimizing  may  mean  mov¬ 
ing  out  of  the  lake  and  into  data  marts  or  data  warehouses," 
Heudecker  says.  -Bob  Violino 
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ANALYST  VIEW 

Privacy:  A  Market  Differentiator 


How  you  handle  confidential  data  may  spell  the  difference  between 
consumer  loyalty  and  business  disaster  by  heidi  shey 


We  are  in  a  golden  age  of  data  breaches 
—it’s  a  matter  of  when,  not  if,  you’ll 
be  responding  to  a  data  loss  event— 
and  consumer  attitudes  about  data 
security  and  privacy  are  evolving 
accordingly.  If  your  data  security  and  privacy  programs 
exist  just  to  ensure  regulatory  compliance,  you’re  going 
to  be  in  trouble.  Do  you  know  your  data— what  you  have, 
how  you  got  it,  where  it  is,  why  you  have  it,  and  who  needs 
it?  Data  (and  the  insights  it  yields)  is  power:  Among  other 
things,  it  can  help  your  company  better  understand  cus¬ 
tomer  behavior  and  preferences,  and  improve  business 
processes  and  efficiencies.  But  data  can  also  lead  to  an 
organization’s  downfall  if  it’s  handled  improperly  or  lost. 

There  is  a  maze  of  conflicting  global  privacy  laws  to 
address  and  business  partner  requirements  to  meet  in 
today’s  data  economy.  There’s  also  a  fine  line  between  cool 
and  creepy,  and  it’s  often  blurred.  Meanwhile,  customers— 
both  consumers  and  businesses— vote  with  their  wallets. 

Smart  organizations  will  make  an  effort  to  earn  cus¬ 
tomer  trust  by  ensuring  that  privacy  is  a  competitive  dif¬ 


ferentiator  for  their  businesses  and  part  of  their  business 
technology  (BT)  agendas.  They  can’t  just  pay  lip  service  to 
privacy;  they  must  adopt  appropriate  policies  and  enforce¬ 
ment  measures,  and  build  privacy  considerations  into 
business  operations  and  the  products  or  services  offered 
to  customers.  Today,  about  one-third  of  security  decision¬ 
makers  in  North  America  and  Europe  view  privacy  as 
a  competitive  differentiator.  Forrester  expects  half  of  all 
enterprises  to  share  that  sentiment  by  the  end  of  this  year. 

A  privacy  champion— be  it  a  chief  privacy  officer,  a  data 
protection  officer  or  another  IT  professional— will  take  on 
this  responsibility  to  rally  and  oversee  privacy  efforts.  The 
key  here  is  that  the  champion  must  lead  the  effort,  not  take 
sole  responsibility  for  it.  As  CIOs  expand  the  BT  agenda 
beyond  internal  IT  operations  to  include  a  focus  on  acquir¬ 
ing  and  retaining  customers,  privacy  protection  is  critical. 
Work  with  your  privacy  champion  to  identify  privacy  risks 
and  requirements,  and  understand  the  privacy  impact  of 
BT  decisions. 


Heidi  Shey  is  an  analyst  at  Forrester  Research. 
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Alliance  Aims 
To  Simplify 
Big-Data  Tech 

Seeking  to  reduce  the  complexity  of 
using  Hadoop  for  big  data  projects, 
major  vendors,  systems  integrators 
and  end  users  have  formed  the  Open 
Data  Platform  association.  Initial 
members  include  Altiscale,  Cap- 
gemini,  CenturyLink,  EMC,  General 
Electric,  Hortonworks,  IBM,  Infosys, 
Pivotal,  SAS  Institute,  Splunk,  Tera- 
data,  Verizon  and  VMware. 

john  Magee,  CMO  at  GE  Software, 
says  that  uniting  behind  open 
standards  is  essential  to  helping  GE 
customers  "better  manage  and  gain 


insight  from  their  data." 

The  goal  is  to  specify  a  well- 
tested  and  unified  base  platform 
for  the  open-source  Hadoop  data 
processing  software.  The  key  word 
is  unified.  The  Hadoop  code  base  is 
managed  by  the  Apache  Software 
Foundation.  Like  the  Linux  operating 
system  kernel,  Hadoop  is  packaged 
by  multiple  vendors  into  commercial 
distributions,  not  all  of  which  are 
compatible  with  each  other.  Add¬ 
ing  to  the  complexity  are  related 
programs  such  as  Hive,  Ambari  and 
ZooKeeper,  all  of  which  require  work 
to  integrate  with  Hadoop. 

This  approach  is  similar  to  the  one 
taken  by  the  Linux  Foundation  with 
its  Linux  Standard  Base,  a  core  set  of 
components  that  work  together. 


By  establishing  a  common  base 
library  for  Hadoop,  the  Open  Data 
Platform  could  streamline  the 
process  of  understanding  which 
technologies,  and  which  versions 
of  these  technologies,  can  be 
seamlessly  used  with  each  other. 
Organizations  can  then  more  easily 
integrate  off-the-shelf  software  into 
their  Hadoop  systems,  mixing  and 
matching  different  Hadoop  compo¬ 
nents  from  different  vendors. 

"As  the  business  value  of  Apache 
Hadoop  is  increasingly  recognized 
by  enterprises,  the  need  grows  for  a 
rigorously  tested,  consistent,  well- 
defined  release  of  this  ecosystem," 
says  Raymie  Stata,  CEO  of  Hadoop 
vendor  Altiscale. 

-  Thor  Olavsrud  and  Joab  Jackson 
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Navigate  your  way  to 
the  3rd  Platform  with 
IDC  DecisionScapes 
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Getting  from  the  2nd  to  the  3rd  Platform 
Is  major  transformation  for  a  business. 

IDC  DecisionScape  methodologies  align 
with  the  various  stages  of  decision 
making.  They  enable  IT  executives  to 
make  better  Informed  strategic  decisions. 
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COVER  STORY  Awards  Issue 


The  reports  that  Boston  Heart  Diag¬ 
nostics  prepares  for  patients  "provide 
a  more  predictive  heart  health  report 
in  a  personalized  fashion,"  says 
Mitch  Hansen,  VP  for  technology. 
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Many  CIO  100  award  winners  are  personalizing  the 
customer  experience,  creating  one-to-one  relationships 

that  deliver  competitive  advantage  BY  STEPHANIE  OVERBY 


ypical  medical  laboratory  reports  could 
J  hardly  be  less  personal.  Whether  they’re  for 
basic  blood  work  or  a  battery  of  tests  for  seri- 
|V  J  ous  disease,  the  black-and-white  printouts  of 
results— presenting  a  sea  of  cryptic  abbrevia¬ 
tions  and  numbers— remain  largely  indecipherable  to  the 
patients  whose  health  depends  upon  them. 

But  CIO  100  award  winner  Boston  Heart  Diagnostics  is 
replacing  such  documents  with  personalized  reports  of  25 
pages  or  more  for  people  with  cardiovascular  disease.  The 
in-depth,  graphics-driven  Boston  Heart  Diagnostic  Reports 
are  customized  for  specific  individuals,  and  cardiologists 
sit  down  with  patients  to  review  them.  The  reports  address 
patients  directly,  using  their  first  names,  and  deliver  one-to- 
one  information  about  their  health  status,  including  actions 
to  consider.  Patient-friendly  and  easy  to  navigate  on  the  front 
end,  they’re  powered  by  complex  algorithms  on  the  back  end, 
using  Boston  Heart’s  proprietary  medical  informatics  system 
to  integrate  the  patient’s  laboratory  test  results  with  clinical 
risk  factors  (such  as  age,  gender  and  family  history)  and  the 
latest  research  and  clinical  guidelines. 

The  approach  has  enhanced  the  level  of  engagement 
between  patients  and  doctors,  and  better  engagement  can 
lead  to  increases  in  the  degree  to  which  individuals  adhere 
to  recommended  plans  for  improving  their  heart  health. 


“We  wanted  to  go  way  beyond  good  and  bad  numeric 
values  to  provide  a  more  predictive  heart  health  report  in  a 
personalized  fashion,”  says  Mitch  Hansen,  Boston  Heart’s 
vice  president  for  technology.  “Personalization  has  always 
been  the  core  of  what  we  do.  We’re  taking  it  to  the  next  level 
to  provide  competitive  differentiation.” 

That  kind  of  technology-enabled  customization  proved  to 
be  a  top  business  priority  for  many  CIO  100  award  winners. 
“We’re  putting  a  significant  premium  on  personalization,” 
says  Shankar  Arumugavelu,  senior  vice  president  and  CIO 
at  CIO  100  honoree  Verizon  Wireless.  “Everything  we  do 
is  about  putting  the  customer  first.”  And  CIOs  and  their 
organizations  are  leading  the  effort  to  create  the  kind  of  sin¬ 
gular  experiences  that  customers  today  demand.  “IT  has  a 
unique  vantage  point.  The  entire  customer  experience  comes 
together  in  IT,  and  we  can  provide  the  thought  leadership 
required  to  bring  personalization  to  life,”  says  Arumugavelu. 
“There  is  no  better  organization  to  move  this  forward.” 

A  One-to-One  Relationship-With  Everyone 

There’s  a  reason  the  IT  group  is  now  in  the  driver’s  seat  for  per¬ 
sonalization.  “Customers  have  always  wanted  products  and 
services  that  were  tailored  to  their  preferences,  but  it  wasn’t 
affordable,”  says  Elea  McDonnell  Feit,  a  fellow  at  the  Wharton 
Customer  Analytics  Initiative  and  an  assistant  professor  at 
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Drexel  University.  “But  today  we  can  build  that  personalization 
into  software  and  deliver  it  at  scale  to  millions  of  customers.” 

That’s  exactly  what  CIO  100  honoree  Hilton  Worldwide  has 
done  with  its  digital  check-in  capability,  which  enables  guests  of 
the  company’s  hotels  to  select  their  own  rooms  from  visual  floor 
plans  at  more  than  4,200  properties  in  94  countries.  In  a  2014 
survey  of  1,009  adult  U.S.  travelers,  Hilton  found  that  a  lack 


“Ifyoiir  information  is  even  a 
few  hours  old,  it’s  too  old.  ” 

-Shankar  Arumugavelu,  CIO,  Verizon  Wireless 


24 


of  customized  self-service  was  one  of  the  biggest  complaints 
among  people  who  travel:  28  percent  of  the  respondents  cited 
room  location  as  one  of  their  greatest  frustrations  with  the  hotel 
experience,  and  two  out  of  three  said  they’d  like  to  choose  their 
own  hotel  rooms.  “Guests  now  expect  a  level  of  personalization,” 
says  Hilton  Worldwide  CIO  Bill  Murphy.  “It’s  a  big  priority.  We 
view  it  as  differentiation  in  the  market.” 

That  has  changed  Murphy’s  role  as  CIO.  “In  the  past,  we 
developed  systems  that  were  designed  to  be  used  by  employees 
of  the  company  or  designed  to  be  used  by  business  partners,” 
Murphy  says.  “Now,  all  capabilities  need  to  be  used  by  your  cus¬ 
tomer  directly  as  well.  It’s  the  new  reality.”  Hilton  is  currently 
piloting  and  implementing  digital  key  and  lock  technology  so 
guests  can  bypass  the  front  desk  altogether;  it  will  require  retro¬ 
fitting  about  750,000  hotel  doors  so  that  guests  can  swipe  their 
way  into  their  rooms  with  their  smartphones. 

Verizon  Wireless  has  been  implementing  an  omnichannel 
customer  experience  program  since  2013  to  make  it  easier  for 
people  to  do  business  with  the  company,  whether  they’re  online, 
on  the  phone,  accessing  services  via  a  mobile  device  or  visiting 
a  physical  store.  But  company  leaders  were  concerned  that  they 
couldn’t  take  the  level  of  personalized  interaction  they  deliver  to 
customers  digitally  and  replicate  it  in  real  life.  “We  have  much 
more  information  from  a  website  analytic  standpoint  than  we 
have  on  the  customer’s  experience  in  our  stores,”  says  Aru¬ 
mugavelu.  “We  saw  that  there  is  a  lot  more  we  can  do  to  provide 
that  personal  experience  in  the  physical  realm.” 

Last  year,  Verizon  Wireless  enhanced  its  mobile  app  with 
an  optional  feature  that  uses  location-based  information  and 
other  customer  data  to  predict  why  someone  might  be  visiting 
a  Verizon  Wireless  store  and  then  customize  the  shopper’s  in¬ 
store  experience.  The  new  feature,  called  SMART,  also  presents 
promotional  information  on  featured  products  and  offers  self¬ 
checkout  capability  to  customers  who  are  purchasing  accessories 
in  the  store.  (Nearly  60  percent  of  consumers  want  real-time  pro¬ 
motions  and  offers,  according  to  a  recent  survey  by  Accenture.) 

The  Verizon  Wireless  system  requires  real-time  analytics  on 
customer  data  from  multiple  channels  to  deliver  meaningful 
personal  interaction  as  the  shopper  moves  around  the  store. 


“If  your  information  is  even  a  few  hours  old,  it’s  too  old,”  says 
Arumugavelu.  “You  have  to  figure  out  how  to  use  real-time 
analytics  to  gain  insight  quickly  enough  to  tailor  the  experience. 
The  IT  enablers  are  huge.” 

But  personalization  can  be  expensive.  “High-cost  custom¬ 
ization  is  easy,”  says  McDonnell  Feit.  “What  is  more  difficult 
is  figuring  out  how  to  use  real-time  analytics  to  personalize  at 
scale  for  low  costs.” 

In  the  hypercompetitive  financial  services  industry,  CUNA 
Mutual  Group  is  using  personalization  to  woo  baby  boomers 
who  are  approaching  retirement.  It  has  a  tablet-based  animated 
sales  tool  called  iDIA  (for  Individually  Design  Your  Income 
Annuity)  that  helps  its  financial  advisers  walk  customers 
through  their  retirement  annuity  plans.  As  data  is  entered  and 
the  customer  asks  questions,  the  tool  visually  demonstrates 
the  impact  of  each  choice.  For  example,  sliding  iDIA’s  timeline 
graphic  to  start  annuity  income  at  a  later  date  immediately  dis¬ 
plays  a  larger  monthly  check,  highlighting  the  power  of  income 
deferral.  A  light  bulb  feature  in  the  iDIA  tool  shines  more 
brightly  with  each  new  element  that’s  selected  as  a  customer’s 
annuity  is  designed,  illustrating  how  the  customer’s  retirement 
scenario  is  becoming  brighter.  “So  many  people  are  confused  by 
retirement  and  don’t  know  which  way  to  turn.  We’re  spending 
a  lot  of  time  and  effort  to  simplify  this  for  consumers,”  says  Jeff 
Bosco,  senior  vice  president  of  wealth  management  at  CUNA 
Mutual  Group.  By  demonstrating  how  personal  choices  affect 
retirement  income,  the  company  has  seen  a  31  percent  increase 
in  the  number  of  advisers  selling  income  annuities  and  a  21 
percent  increase  in  annuity  sales. 

Translating  Complexity  Into  Simplicity 

The  key  with  personalization  is  keeping  it  simple  for  customers. 
That  has  proved  to  be  true  for  CUNA  Mutual  and  other  CIO  100 
honorees.  “We  didn’t  want  to  make  this  thing  any  bigger  than  it 
had  to  be,”  says  Bosco.  “The  biggest  challenge  was  not  to  have  to 
ask  too  many  questions  or  have  it  be  cumbersome  for  the  adviser. 
We  didn’t  want  to  overdo  it.  But  simplification  isn’t  easy.” 

There’s  abundant  complexity  on  the  back  end.  The  lifetime 
annuity  sales  illustration  requires  sophisticated  actuarial 
mathematics,  combining  age,  gender,  guarantee  options,  defer¬ 
ral  period,  purchase  payment,  tax  status  and  state  regulations 
to  calculate  an  accurate  income  amount.  It  uses  an  in-memory 
computing  model  designed  to  deliver  instantaneous  results. 

Hilton  faced  similar  challenges.  The  task  seemed  simple— let 
guests  pick  their  own  rooms.  After  all,  people  pick  their  own 
airline  seats  and  rental  cars  these  days.  But  it  wasn’t.  And  that’s 
likely  why  few  hospitality  companies  offer  that  level  of  self- 
service.  The  systems  that  Hilton’s  front-desk  employees  used 
to  assign  rooms  to  guests  had  been  developed  many  years  ago. 
So,  starting  in  2007,  the  company  invested  $550  million  to  over¬ 
haul  its  IT  infrastructure  and  unify  13  property  management 
systems,  develop  mobile  APIs  and  integrate  them  with  back- 
office  systems  to  pave  the  way  for  the  room-selection  capabil¬ 
ity.  Only  then  could  the  feature  be  integrated  with  the  central 
reservation  system  and  the  mobile  API  infrastructure  to  give 
guests  more  autonomy  at  check-in. 

“There  was  considerable  complexity.  It  would  have  been  rela- 
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tively  easy  to  do  it  as  a  pilot  for  10  or  20  hotels,”  says  Murphy. 
“But  when  we  do  things,  we  want  to  do  them  at  scale.  A  consis¬ 
tent  guest  experience  is  key.” 

In  addition,  in  order  to  make  room  selection  as  intuitive  as 
possible,  Hilton  had  to  individually  digitize,  optimize  and  inte¬ 
grate  floor  plans  for  more  than  650,000  rooms  across  11  brands. 
And  each  command  within  its  app  had  to  be  fully  integrated 
with  the  company’s  property  management  infrastructure  to 
ensure  that  room  availability  would  be  updated  in  real  time. 

At  Boston  Heart,  Hansen  had  to  make  sure  that  marketing’s 
vision  of  graphics-intensive  patient  reports  was  actually  doable 
from  a  production  standpoint.  The  design  is  easy  for  users  to 
digest,  but  complex  for  computer  systems  to  produce.  “The 
average  size  of  the  report  more  than  doubled,  expanding  tech¬ 
nical  requirements  and  storage  capacity,”  says  Hansen.  “When 
you  [consider  personalization],  you  need  to  really  understand 
your  master  data  sources  and  your  production  ecosystem  and 
get  out  in  front  of  any  integration  or  production  issues  early  on.” 

IT  needs  to  stay  involved  throughout  the  design  process.  “A 
whole  lot  of  assumptions  can  get  made  along  the  way  that  need 


to  be  proved  out  as  you  go,  so  you  don’t  build  in  any  obstacles,” 
Hansen  says.  “The  worst  thing  you  can  do  is  come  up  with  a 
beautiful  product  that  you  can’t  execute.” 

Verizon  Wireless  is  making  personalization  so  simple  that 
shoppers  can  now  enter  Verizon  Wireless  stores,  scan  the  bar 
codes  of  the  products  they  want,  use  their  phones  to  pay  and 
then  leave— without  ever  interacting  with  another  person.  But 
that  didn’t  sit  well  with  commission-based  sales  personnel. 
“You  can  imagine  the  conflict  it  created,”  says  Arumugavelu. 
“We  needed  to  make  sure  the  front  line  was  ready  and  support¬ 
ive  as  we  rolled  out  this  technology.”  Verizon  Wireless  had  to 
rethink  longstanding  commission  structures  for  sales  reps. 
Today,  if  a  customer  completes  a  contactless  sale,  the  store’s 
employees  share  the  commission.  “We  had  to  develop  a  gov¬ 
ernance  strategy  so  we  could  act  on  real-time  feedback  from 
front-line  employees  and  customers,”  Arumugavelu  explains. 

Customizing  Without  Creepiness 

Personalization  of  the  customer  experience  requires  access  to 
people’s  personal  data.  And,  as  Bosco  of  CUNA  Mutual  notes, 


JULY  /  AUGUST  2015  www.cio.com 


1 


PHOTO  BY  STEPHEN  VOSS 


COVER  STORY  ::  Awards  Issue 


“customers  nowadays  rightfully  have  concerns  about  protecting 
their  personal  data.  It’s  always  a  concern,  and  we  take  it  very 
seriously.”  Indeed,  using  CUNA  Mutual’s  iDIA  app  actually 
requires  less  data  from  customers  than  the  manual  financial 
adviser  interactions  of  the  past. 

Customer  privacy  has  to  be  paramount.  “It’s  first  and  fore¬ 
most,”  says  Verizon  Wireless’s  Arumugavelu.  “How  do  you 
provide  personalization  without  being  creepy.  It’s  a  critical 
requirement.”  The  key  at  Verizon  Wireless  and  other  compa¬ 
nies  is  to  offer  opt-in  policies.  “You  have  to  be  very  transparent 
right  up  front  and  say,  ‘Here  is  the  experience  you  can  get  in  our 
stores— if  you  so  choose,”’  Arumugavelu  says. 

“The  biggest  risk  is  what  we  call  the  personalization-privacy 
paradox,”  says  Gartner  analyst  Martin  Kihn.  “This  is  the  very 
real  balancing  act  that  marketers  have  to  perform  between 
knowing  something  about  an  individual  and  using  that  infor¬ 
mation  to  create  a  custom  message.  Consumers  want  relevance 
but  don’t  want  to  be  invaded.” 

According  to  a  survey  conducted  by  the  Pew  Research  Cen¬ 
ter,  86  percent  of  consumers  have  taken  steps  online  to  remove 
or  mask  their  digital  footprints,  and  55  percent  have  taken  steps 
to  avoid  observation  by  specific  people,  organizations  or  the 
government. 

However,  the  Accenture  study  found  that  most  consumers 
are  willing  to  let  trusted  retailers  use  some  of  their  personal 
data  in  return  for  personalized  and  targeted  recommendations 
and  offers  of  products  or  services.  People  want  personal  atten¬ 
tion.  They  don’t  want  to  be  spied  on. 

For  CIOs,  that  means  pushing  back  on  any 
business  partners  that  haven’t  gotten  the  message. 

“The  IT  leader  has  to  partner  with  stakeholders 
and  urge  them  to  go  beyond  compliance,”  says 
Arumugavelu,  who  worked  with  Verizon  Wire¬ 
less’s  marketing,  operations  and  legal  depart¬ 
ments  on  the  SMART  application.  “You  have  to 
give  end  users  transparency  and  control.” 

The  CIO-CMO  relationship  is  critical  to  suc¬ 
ceeding  with  personalization,  according  to 
McDonnell  Feit.  “I’ve  seen  marketing-driven  com¬ 
panies  that  have  a  terrific  vision  for  the  customer 
experience  but  fall  down  in  integrating  disparate 
vendor-provided  components  into  a  cohesive 
whole,”  she  says.  “I’ve  also  seen  CIO-driven  programs  that 
fall  flat  because  they  are  too  enamored  with  the  technology 
and  don’t  take  the  time  to  see  things  from  the  customer’s  per¬ 
spective.  Byt  companies  who  can  put  the  two  together  have 
huge  opportunities.” 

Arumugavelu  wasn’t  sure  how  customers  would  respond 
to  the  personalization  efforts  at  Verizon  Wireless.  But  “once  we 
made  it  clear  exactly  what  we  were  asking  consent  for,  we  were 
pleasantly  surprised  with  the  take  rates,”  he  says.  “Customers 
opted  in  at  much  higher  rates  than  we  anticipated.  It  goes  to  prove 
that  as  long  as  the  customer  feels  they  are  getting  something  in 
return— a  contextual,  relevant  experience  that  makes  it  easier  for 
them  to  do  business  with  you— they  are  more  than  happy  to  sign 
up  for  these  experiences.  It’s  better  than  being  bombarded  with 
coupons  and  gift  cards  that  don’t  make  sense  for  them.” 


Customer  backlash  over  privacy  concerns  isn’t  the  only 
risk  for  personalization  initiatives.  Bad  execution  can  also  be 
a  problem.  “Really  poor  customization  risks  alienating  your 
customers,”  says  McDonnell  Feit.  The  key,  says  Hansen,  is  to 
“test,  test,  test”  to  make  sure  your  new  system  works. 

Evolution,  Not  a  Revolution 

Ultimately,  customization  programs  take  time.  Just  look  at  the 
king  of  online  personalization-Amazon.com.  Its  now-revered 
recommendation  engine  is  the  result  of  years  of  trial,  error  and 
refinement.  And  it’s  still  not  perfect.  But  customers  trust  that,  more 
often  than  not,  they’re  getting  good  value  out  of  the  experience. 

CIO  100  honorees  Boston  Heart,  Verizon  Wireless,  Hilton 
Worldwide  and  CUNA  Mutual  were  recognized  for  their  recent 
customer  personalization  efforts,  but  all  four  companies  have 
been  working  for  years  to  build  platforms  capable  of  supporting 
stronger  one-on-one  connections  with  customers.  And  their 
award-winning  projects  are  just  a  first  step. 

But  they’ve  already  begun  to  see  results.  Verizon  Wireless 
tallied  so  many  self-service  purchases  of  accessories  that  the 
SMART  application  paid  for  itself  in  less  than  a  year.  And  at  Hil¬ 
ton,  one-third  of  eligible  guests  now  regularly  use  digital  check-in 
with  room  selection,  and  more  than  90  percent  have  said  they 
were  satisfied  or  extremely  satisfied  with  the  experience. 

For  its  part,  CUNA  Mutual  reports  reaching  its  $20  million 
sales  target  for  deferred  income  annuities  within  nine  months  of 
iDIA’s  launch.  And  Boston  Heart  says  that  85  percent  of  its  phy¬ 


“ Personalization  has  a l warn  been 
the  core  of  what  we  do.  We  ’re  tak¬ 
ing  it  to  the  next  level  to  provide 
competitive  differentiation.  ” 

-Mitch  Hansen,  VP,  Technology,  Boston  Heart  Diagnostics 


sician-customers  are  using  the  personalized  diagnostic  reports, 
and  the  reporting  system  has  helped  attract  new  customers,  too. 
More  important,  the  personalized  reports  are  increasing  patients’ 
understanding  of  their  heart  health— and  their  understanding 
of  the  importance  of  sticking  to  treatment  plans. 

“The  individual  is  at  the  heart  of  what  we  do.  And  personal¬ 
ized  medicine  is  becoming  the  focus:  How  do  we  turn  the  tools  of 
science  and  technology  and  apply  that  to  the  individual  charac¬ 
teristics  of  disease?”  says  Hansen.  “We  spent  a  lot  of  time  figuring 
out  how  to  deliver  this  message  to  patients,  involving  a  lot  of 
customer  interaction  and  testing.  And  we’ve  come  a  long  way 
in  terms  of  personalization.  We’re  at  the  forefront  of  diagnostic 
work  that  takes  that  individualized  approach.”  BZ3 

Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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Accenture 
Andrew  Wilson,  CIO 

Access  Health  CT 
Peter  Nichol,  Head  of  IT 

AECOM 

Thomas  Peck,  000  SVP,  Global  IT, 
Travel  &  Procurement 

AIG  Travel 
Ellison  Scudder,  CIO 


City  and  County  of  San  Francisco 
Miguel  Gamino,  CIO 

City  of  Jacksonville,  Fla. 

Usha  Mohan,  CIO 

City  of  Philadelphia 

Adel  Ebeid,  Chief  Innovation  Officer 

Cognizant  Technology  Solutions 
Corp. 

Vishnu  Potty,  VP,  Application  Sen/ices 


FedEx  Corp. 

Robert  B.  Carter,  EVP  of  FedEx 
Information  Sen/ices  0  CIO 

Freescale  Semiconductor  Inc. 
Karen  Rapp,  VP  000 

General  Motors  Co. 

Randy  Mott,  SVP 000 

Hariey-Davidson  Inc. 

Dave  Cotteleer,  VP  0  CIO 


Akin  Gump  Strauss  Hauer  &  Feld  LLP 
Scott  Bravi,  CIO 


Colorado  Department  of  State 

Trevor  Timmons,  CIO 


Harry  Rosen  Inc. 
Stephen  Jackson,  00 


■  . 


Amalgamated  Security  Services  Ltd., 
Geographic  Information  Systems  Unit 
Ewart  DeNoon,  CTO 

American  Cancer  Society 

Jay  Ferro,  CIO 


Steve  Haindl,  00  0  EVP  of  Technology  0 
Innovation,  Holman  Automotive  Group  Inc. 

Arizona  Department  of  Education 
Mark  Masterson,  CIO 

AT&T  Inc. 

Pam  Parisian,  CIO 

Avnetlnc. 


Steve  Phillips,  SVP 0  00 
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Boston  Heart  Diagnostics  Corp. 


Mitchell  Hansen,  VP,  Technology 
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Crawford  &  Co. 

Brian  Flynn,  Global  CIO  &  EVP 

CUNA  Mutual  Group 

Tim  Peterson,  SVP  Si  00 

CVS  Health  Corp. 

Stephen  Gold,  SVP  Si  CIO 

Dell  Inc. 

PaulJ.  Walsh,  CIO 

DHL  Express  Americas 

Pablo  Ciano,  CIO,  Americas 

Discover  Financial  Services 

Glenn  Schneider,  CIO 

DTZ 

Adam  Stanley,  Global  00 

E.&J.  Gallo  Winery 

Tom  Smith,  VP,  Winegrowing 

Eaton  Corp. 

William  Blausey,  SVP  Si  CIO 

Eli  Lilly  and  Co. 

Ina  Kamenz,  SVP  Si  CIO 

Enterprise  Integration 

Kevin  Batchelor, 

Federal  Communications 
Commission 

David  Bray,  00 
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HDFC  Standard  Life  insurance  Co. 
Thomson  Thomas,  SVP  of  IT 

Hearst  Newspapers 
Michael  Fogel,  VP  of  Technology 
Development 

Heartland  Express  Inc. 

Eric  Eickman,  Director  of  Administration/ IT 

Hilton  Worldwide  Inc. 

Bill  Murphy,  CIO 

IBM 

Jeff  Smith,  VP  Si  CIO 

Jersey  Mike's  Franchise  Systems  Inc. 

Scott  Scherer,  CIO 

jet  Propulsion  Laboratory 

James  Rinaldi,  CIO  Si  Director  of  IT 

JetBlue  Airways  Corp. 

Eash  Sundaram,  EVP  Si  CIO 

Johnson  Controls  Inc. 

Sheryl  Haislet,  VP  of  IT 

Kaiser  Permanente 
Dick  Daniels,  EVP  Si  CIO 

Kennametal  Inc. 

Steven  Hanna,  VP  Si  CIO 

Kindred  Healthcare  Inc. 

Charles  Wardrip,  CIO 


The  2015  CIO  100  Awards  honor  100  organizations  that 
deliver  innovation  and  business  value  from  IT 


;  '  Land  O'Lakes  Inc. 

Michael  Macrie,  SVP  Si  CIO 

LPL  Financial 

Victor  Fetter,  GO  Si  Managing  Director  of 
Business  Technology  Services 

Maersk  Line  A/S 

Robin  Johnson,  GO 

Marriott  International  Inc. 

Bruce  Hoff  meister,  Global  GO 

Mercy  Health 

Rebecca  Sykes,  SVP  of  Resource 
Management  &  CIO 

Metro  Health  Hospital 
William  Lewkowski,  EVP  Si  CIO 

Ministry  of  Economic  Affairs  and 
Communications  of  Estonia 
Taavi  Kotka,  Estonian  Government  GO 

Monsanto  Co. 

James  Swanson,  GO 

New  Jersey  Turnpike  Authority 

Barry  M,  Pelletteri,  CIO 

Oregon  Mutual  Insurance 

Bryan  Fowler,  C/0 

Owens  Corning 
Steven  Zerby,  VP  Si  CIO 

Pacific  Cas  and  Electric  Co. 

Karen  Austin,  SVP  Si  GO 

Parsons  Corp. 

Scott  Carl,  C/O 


PPG  Architectural  Coatings 

Werner  Baer,  VP  of  IT 

Progressive  Insurance 
Raymond  Voelker,  C/O 

PSCU  Inc. 

Sam  Esfahani,  SVP  Si  GO 

RainTree  Oncology  Services 
Scott  Skellenger,  VP  Si  GO 

Rockford  Health  System 

Dennis  L'Heureux,  SVP  of  IT  Planning  &  C/O 

Sedgwick  Claims  Management 
Services  Inc. 

Jason  Landrum,  C/O 

Shook,  Hardy  &  Bacon  LLP 
John  Anderson,  C/O 


Southwest  Airlines  Co. 
Randy  Sloan,  SVP  Si  CIO 


SquareTwo  Financial  Corp. 
William  A.  Weeks,  SVP  Si  GO 

State  of  Indiana 
Paul  Baltzell,  State  GO 


State  of  Utah 

Mark  Van  Orden,  Executive  Director  of 
Technology  Sen/ices 

SunTrust  Banks  Inc. 

Anil  Cheriyan,  GO 

Synchrony  Financial 
Carol  Juel,  SVP  Si  CIO 

The  AES  Corp. 

Elizabeth  Hackenson,  GO  St  SVP  of 
Technology  and  Sen/ices 


Toyota  Motor  Sales  U.S.A.  Inc. 

Zack  Hicks,  Croup  VP  Si  North  American  C/O 

Turner  Industries  Group 
Stephen  Toups,  GO  Si  CMO 


U.S.  Air  Force,  District  of  Washington, 
844th  Communications  Group 
Bradley  Barnhart,  Commander,  Director  of 
Communications 


U.S.  Department  of 
Homeland  Security 
Luke  McCormack,  CIO 


U.S.  Department  of  State 
Cecilia  Coates,  Managing  Director  of 
Program  Management  and  Policy,  Office  of 
Logistics  Management 


Universal  Weather  &  Aviation  Inc. 

Dee  Waddell,  SVP,  Chief  Digital  Officer  Si  GO 


The  Boeing  Co. 

Ted  Colbert,  C/O 

The  Clorox  Co. 

Manjit  Singh,  SVP  Si  GO 


Verizon  Consumer  and  Mass  Business 
Operations 

Mahmoud  El-Assir,  CIO  for  Consumer  and 
Mass  Business 
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Verizon  Wireless 

Shankar  Arumugavelu,  VP  of  Information 
Ed  Steinike,  SVP  Si  Global  GO  Systems  Si  CIO 


The  George  Washington  University  y/TM  Group 

David  Steinour,  C/O  Travis  Luckey .former  VP  of  IT  and  Software 

Development 


The  Kroger Co. 

Chris  Hjelm,  SVP  Si  GO 


The  Metropolitan  Museum  of  Art 
Jeffrey  S.  Spar,  VP  for  Technology  Si  CTO 


Wagner  Logistics 
Joseph  Johnson,  Director  of  IT 


The  University  of  Chicago  Medicine 
EricYablonka,  VP  Si  GO 


Whirlpool  Corp. 

Michael  Heim,  Corporate  VP  Si  ClobalCIO 


The  Vanguard  Group  Inc. 

John  Marcante,  Managing  Director  Sr  CIO 


Yale  New  Haven  Health  Services  Corp. 
Daniel  Barchi,  CIO 


The  World  Bank  Group 
Stephanie  von  Friedeburg,  CIO  Si  VP  of 
Information  and  Technology  Solutions 
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TIAA-CREF 

Rahul  Merchant,  EVP  Si  CIO 
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There  you  can  select  an  organization's  name  and  get 
a  complete  description  of  Its  winning  project. 
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AWARDS  FEATURE  ::  CIO  Hall  of  Fame 


The  new  members  of  the 
CIO  HALL  OF  FAME  have  blazed  new  trails'* 
with  technology  and  leadership  savvy 


SPIRIT 


BY  MARY  K.  PRATT 

TOM  PECK  HAS  BEEN  ON  THE  FOREFRONT  OF  CHANGE  MULTIPLE  TUSHES- 

Back  in  the  early  2000s,  when  he  was  CIO  of  Entertainment  Operations*  at 

j|P  jsi  Jp 

NBCUniversal,  Peek  was  on  the  cutting  edge  of  moving  analog-based  entertainment 


media  (VHS  tapes!)  to  digital  files,  a  precursor  to  today’s  on-demand  digital 


:ainment 

streams. 


He  also  launched  a  Web-based  portal  for  managing  all  aspects 
of  TV  show  development.  Then  as  CIO  at  MGM  Mirage  (2006- 
2008),  he  pioneered  smart  hotel  rooms  (which  automatically 
open  the  blinds,  turn  on  the  TV  and  adjust  the  temperature), 
dynamic  hotel  pricing  and  server-based  gaming  at  casinos.  Next, 
as  CIO  of  Levi  Strauss  (2008-2012),  he  ventured  into  social  com¬ 
merce  and  helped  the  iconic  maker  of  blue  jeans  become  the  first 
apparel  company  to  offer  social  shopping  through  Facebook. 

Peck  says  staying  on  the  leading  edge  requires  four  char¬ 
acteristics:  a  competitive  spirit;  a  mix  of  technology,  business 
and  leadership  skills;  a  strong  team  behind  you;  and  the  ability 
to  sell  your  vision. 

“I’m  pretty  good  at  selling,  and  you’ll  probably  find  that 
many  [trailblazers]  are.  I  have  to  sell  my  business  leaders,  my 
CEOs— sometimes  CEOs  at  vendor  firms— and  colleagues 
that  what  you’re  seeing  is  the  best  thing  you’ve  ever  seen,  you 
should  take  the  risk  and  you  should  bet  on  us,”  says  Peck.  He’s 
currently  CIO— and  also  head  of  procurement  and  travel— at 
AECOM,  a  $20  billion  architecture,  engineering,  construction 
and  management  services  company  with  nearly  100,000 
employees  in  more  than  ISO  countries. 

Peck  and  the  rest  of  this  year’s  CIO  Hall  of  Fame  inductees  all 
have  had  careers  filled  with  the  types  of  accomplishments  that  are 
typical  of  IT  leaders.  But  all  five  also  have  shown  a  knack  for  being 
pioneers  in  new  technologies,  business  models  and  processes. 

How  do  they  do  it?  They  say  they  don’t  set  out  to  implement 
the  latest  technologies  just  to  be  early  adopters.  Rather,  they 


A 

start  by  searching  for  the  best  way  to  solve  a  problem  or  seize 
an  opportunity— and  that  leads  to  some  foffn  ofinnovation. 

“What  I  get  paid  to  do  is  move  the  organization,  to  put  the 
vision  out  there  and  move  it  forward,”  says  Chris  Perretta,  CIO 
at  State  Street  Corp. 

Perretta  is  leading  a  wide-ranging  effort  to  transform  State 
Street  into  a  digital  enterprise.  That  includes  a  deploying  a 
groundbreaking  IT  architecture  that  features  private  clouds. 
The  financial  services  company  even  obtained  a  U.S.  patent  in 
2012  related  to  its  private  cloud. 

Innovation  comes  from  approaching  challenges  from  new 
angles,  Perretta  says.  “You  look  at  problems  through  a  different 
lens  and  demonstrate  in  a  commercial  term  what  the  value  can  be.” 

It’s  also  important  to  build  a  good  team  and  give  people  room 
to  explore.  “You  recognize  great  ideas  and  really  talented  people, 
and  you  give  them  oxygen— you  give  their  ideas  oxygen,”  he  says. 

Ina  Kamenz,  global  CIO  at  $19.6  billion  Eli  Lilly,  has  a  similar 
track  record  as  a  pioneer.  Her  CIO  career  has  included  industry 
leadership  roles  in  preparing  for  the  Y2K  date  rollover  and 
complying  with  Sarbanes-Oxley  financial  regulations.  Being 
“an  engineer  at  heart”  helps  put  her  at  the  forefront,  Kamenz 
says,  adding  “I’m  into  process,  logic,  reasoning,  problem¬ 
solving.  I’m  all  about  making  things  better  for  the  people,  the 
process,  the  company.” 

Kamenz  focuses  on  execution  and  building  business  value. 
“I  always  believe  as  a  leader  in  IT  it’s  not  just  about  coming  up 
with  the  idea,  it’s  delivering  and  seeing  the  results,”  she  says. 
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ILLUSTRATION  BY  THINKSTOCK 


New  Members  of  the  CIO  HALL  OF  FAME 

Our  tough  judges  picked  five  exemplary  CIOs  who  excel  at  producing  business  results 


REBECCA  JACOBY 

SVP  of  Operations,  Cisco  Systems  Inc. 
CAREER  Until  her  recent  promotion,  Jacoby 
had  spent  nine  years  as  CIO 
at  Cisco,  where  she  typically 
implemented  the  new  tech¬ 
nologies  that  Cisco  sells  to 
other  CIOs.  She  and  her  IT 
team  established  a  model  called  Fast  IT  that's 
designed  to  ensure  that  Cisco  and  its  business 
partners  have  the  agile  systems  they  need  to 
deal  with  a  fast-changing  market.  Jacoby  has 
also  been  on  the  front  lines  of  integrating 
Cisco's  numerous  business  acquisitions. 

JUDGE'S  VIEW  "She  has  been  successful 
over  a  long  period  of  time  in  a  dynamic  and 
challenging  industry,  and  in  a  dynamic  com¬ 
pany,  through  high  growth  and  now  maturity/ 
restructuring.  She  is  a  role  model  for  women 
tech  leaders  as  well  as  men." 


INAKAMENZ 

SVP  &  Global  CIO,  Eli  Lilly  and  Co. 

CAREER  Kamenz  joined  Eli  Lilly  last  year  to 
revitalize  IT  and  innovation 
at  the  pharmaceutical  com- 
,  '  Pany-  Previously,  as  CIO  at 

Thermo  Fisher  Scientific,  she 
integrated  IT  at  a  company 
that  had  grown  through  a  series  of  200  acquisi¬ 
tions.  As  CIO  at  Marriott,  she  was  involved  in  the 
acquisition  of  the  Ritz  Carlton  and  Renaissance 
hotel  chains,  and  was  a  high-profile  leader  of 
the  Y2K  business-continuity  program. 


JUDGE'S  VIEW  "In  each  of  those  organiza¬ 
tions  she  is  more  than  a  ClO-she  is  a  partner  to 
the  business,  leading  process  teams,  mergers 
and  acquisitions,  startups,  etc.  She  is  trusted 
beyond  the  normal  IT  activities." 

THOMAS  PECK 

CIO  and  SVP,  Global  IT,  Travel  and  Procure¬ 
ment,  ACCOM 

CAREER  At  AECOM,  which  designs  and  con¬ 
structs  huge  infrastructure 
projects.  Peck  led  the  largest 
acquisition  in  that  industry's 
history,  launched  a  revenue¬ 
generating  service,  and  auto¬ 
mated  the  company's  project-delivery  process 
with  mobile,  cloud  and  workflow  technologies. 
As  CIO  at  Levi  Strauss,  Peck  was  a  leader  in  online 
retail,  and  as  CIO  at  MGM  Mirage  he  was  an  inno¬ 
vator  in  the  hotel  and  casino  industries. 

JUDGE'S  VIEW  "Consistent  track  record  of 
business  success  in  several  diverse  industries. 
Implemented  progressive  strategies-which  is 
always  harder  than  it  looks. " 

CHRIS  PERRETTA 

EVP  &  CIO,  State  Street  Corp. 

CAREER  Perretta  is  considered  a  tech-  and 
business-savvy  visionary  in 
the  field  of  cloud  comput¬ 
ing.  At  State  Street,  he  led 
development  of  a  ground¬ 
breaking  private-cloud  archi¬ 
tecture  and  is  moving  the  organization  toward 


becoming  a  digital  enterprise.  Fie  also  frequently 
speaks  to  gatherings  of  Wall  Street  analysts  and 
investors.  Fie  was  previously  CIO  at  GE  Capital. 

JUDGE'S  VIEW  "Chris  is  ahead  of  his  time 
merging  engineering  excellence  with  vision  and 
tech  chops.  He  is  advancing  cloud,  platform- 
as-a-service  and  other  areas  aggressively, 
whereas  most  others  are  just  toying  around, 
and  he's  doing  it  in  an  industry  that  is  famously 
risk- averse." 

STEVE  PHILLIPS 

SVP  &  CIO,  Avnetlnc. 

CAREER  Phillips  and  his  team  have  excelled 
at  making  IT  valuable  in  a 
low-margin  distribution  busi¬ 
ness.  They've  done  that  by 
getting  the  most  out  of  the 
company's  data  center,  inte¬ 
grating  numerous  acquisitions  (typically  within 
90  days),  exploiting  mobile  technologies  and 
improving  B2B  e-commerce  capabilities. 

JUDGE'S  VIEW  "He  has  built  a  career  of 
getting  well  aligned  with  the  business  and 
positioning  himself  as  a  strategic  asset.  Sur¬ 
viving  in  this  role  in  this  industry  is  difficult." 


For  a  complete  list  of  the  judges, 

go  to  www.cio.com/article/ 
2945422 
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That’s  also  the  case  for  honoree  Steve  Phillips,  CIO  at  Avnet,  a 
$27.5  billion  global  technology  distributor.  His  strategy  for  virtual¬ 
izing  and  greening  Avnet’s  data  center  saved  the  company  more 
than  $18  million  and  reduced  energy  consumption  by  10  percent. 
He  pioneered  a  bring-your-own-device  plan,  now  in  its  seventh  year, 
that  cut  wireless  expenses  by  20  percent. 

“I’m  willing  to  invest  in  new  technologies  when  I  can  see  some 
business  gains,”  he  says. 

Top  CIOs  also  develop  a  culture  of  innovation.  Phillips  does  that 
through  the  annual  “CIO  Challenge”  program  he  founded  several 
years  ago.  IT  employees  submit  innovative  ideas  and  Phillips  pro¬ 
vides  up  to  $50,000  from  his  budget  to  implement  the  suggestion 
that  gets  the  most  votes. 

Rebecca  Jacoby,  longtime  CIO  at  Cisco  Systems  (now  chief  of 
operations),  is  most  proud  of  transforming  the  tech  vendor’s  IT 


department  so  that  it  can  respond— quickly— to  the  business’s 
strategic  needs. 

Cisco’s  “Fast  IT”  model  features  an  agile,  self-service  platform 
that  helps  the  company  and  its  partners  launch  services  in  minutes 
rather  than  months.  Her  team  pioneered  a  context-aware,  cloud- 
based  commerce  platform  for  Cisco’s  ecosystem  of  partners  and 
resellers,  plus  a  sales  analytics  tool  known  internally  as  DISE 
(Dynamic  Insights  for  Sales  Executives). 

Jacoby’s  philosophy  is  that  IT  departments,  and  the  CIOs  who 
lead  them,  have  to  continually  redefine  themselves.  “I  feed  on 
change.  I  can’t  by  nature  stay  still  and  be  happy,”  she  says.  “You 
have  to  keep  reinventing  yourself. . . .  You  have  to  look  at  new  tech¬ 
nologies  and  say,  ‘What  are  we  going  to  do  next?”’  HEJ 


Mary  K.  Pratt  is  a  freelance  writer  based  in  Massachusetts. 
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peer  advice  from  the  cio  executive  council 


; 


SOUNDING  BOARD 

Swing  Your  Partner 

CIOs  and  vendors  enjoy  mutual  benefits 
when  they're  in  step  with  each  other 

CAROLINE  FAULKNER,  PRAMERICA  SYSTEMS  IRELAND 

EMPHASIZE  TRUST,  TRANSPARENCY,  RESPECT 

We  work  with  many  vendor  partners  for  both  high-end  projects  and  team  augmenta¬ 
tion.  These  partnerships  help  us  ramp  up  resources  when  we  need  them,  gain  long¬ 
term  expertise  at  a  lower  cost,  and  access  global  talent. 

Our  approach  to  vendor  partnerships  is  based  on  trust,  mutual  understanding 
and  respect.  Both  parties  need  to  feel  there’s  something  in  it  for  them.  What  we  get  is 
access  to  talent  worldwide  that  we  can  source  during  busy  times  or  when  we  have  a 
need  for  hard-to-find  skills.  The  vendor  gets  a  financial  benefit,  a  good  partnership  and 
interesting  work.  And  we  both  benefit  from  a  greater  certainty  that  our  relationship 
can  evolve  strategically. 

It’s  important  to  be  honest  and  transparent  and  to  have  robust  conversations  ►  ►  ► 


Caroline 

Faulkner, 

CIO,  Pramerica 
Systems  Ireland 


Thomas 

Phillips, 

CIO,  Elavon 


Eric  J.  Brown, 

CIO,  NCI 

Building  Systems 


©The  CIO  Executive  Council  is  a  global  peer  advisory  community  dedicated  to  advancing  the  IT  profession  by 
developing  leaders  and  helping  them  make  more-informed  decisions.  To  learn  more,  visit  council.cio.com. 
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about  truly  understanding  what’s  going  well  and  what’s  not.  That’s  why  we 
recently  created  a  global  enablement  office.  This  function  consolidates  best 
practices  in  vendor  management  to  educate  and  track  not  just  how  our  ven¬ 
dors  are  doing,  but  also  how  we’re  doing.  This  group  has  quarterly  reviews 
with  our  vendors,  and  we  meet  face  to  face  in  each  other’s  facilities.  In  the 
end,  it’s  all  about  holding  each  other  mutually  accountable  for  the  work. 

THOMAS  PHILLIPS,  ELAVON 

LOOK  FOR  MUTUAL  BENEFITS 

In  financial  services,  we  spend  an  increasing  amount  of  overhead  managing 
third  parties,  and  when  we  can  forge  close  partnerships,  it  minimizes  that 
overhead.  It  takes  a  lot  of  investment  to  build  those  kinds  of  relationships; 
it’s  not  as  simple  as  just  declaring  them  a  strategic  partner. 

We  look  for  strong  vendor  relationships  on  two  fronts:  strategic  func¬ 
tions  where  we’re  interested  in  growing  our  capabilities,  and  IT  manage¬ 
ment  areas  where  we  can  benefit  from  a  broader  view  of  the  market. 

In  any  vendor-client  relationship,  we’re  naturally  in  the  position  of 
power.  But  a  strategic  partnership  has  to  be  mutually  beneficial.  They  need 
to  get  something  out  of  it,  like  visibility  into  our  business,  that  makes  it 
easier  to  identify  new  opportunities. 

Relationship  management  is  very  important.  Tools  like  scorecards  that 
provide  an  overview  of  the  relationship,  along  with  quarterly  reviews  with 
senior  management,  help  maintain  alignment.  If  it’s  going  well,  strategic 
partners  will  be  banging  at  your  door  to  participate  in  executive  reviews,  site 
visits,  customer  advisory  councils  and  peeks  into  their  product  pipelines. 

Sometimes  partnerships  don’t  work,  like  when  the  vendor  is  more 
focused  on  sales  than  on  relationship  management.  Occasionally,  a  com¬ 
pany’s  products  are  no  longer  competitive;  they  need  to  continually  provide 
superior  products  and  value. 

ERIC  I.  BROWN,  NCI  BUILDING  SYSTEMS 

STRIVE  FOR  LONG-TERM  RELATIONSHIPS 

I  love  when  a  vendor  can  become  my  trusted  adviser,  where  there’s  a 
mutual  understanding  of  their  products,  my  business,  and  how  to  fit  the 
two  together.  We  had  one  infrastructure  provider  where  the  same  person 
handled  our  account  from  day  one.  She  knew  our  business,  discussed  new 
opportunities  and  made  us  aware  of  any  new  pricing  discounts  and  licens¬ 
ing  updates.  That’s  the  type  of  proactive  engagement  you  want. 

But  that’s  not  the  norm,  particularly  with  software  vendors.  Account 
managers  change  frequently,  and  there  are  often  different  account  reps  for 
each  product  suite.  The  lack  of  consistency  makes  it  difficult  for  me  to  trust 
that  they  know  their  own  products  and  licensing  rules,  let  alone  my  busi  ¬ 
ness.  There’s  never  a  conversation  to  say,  “We  have  this  new  functionality  or 
update.”  You  have  to  call  them  to  see  if  there’s  a  solution  for  your  problem. 

I  have  analysts  who  are  experts  on  our  business  and  also  keep  up  with 
all  the  new  vendor  offerings.  We  know  everything  about  the  products 
we’ve  purchased— the  complex  licensing  schemes,  the  functionality,  what’s 
turned  on  and  what’s  turned  off.  I  hope  someday  we  can  look  to  our  vendors 
for  that.  But  for  now,  we’ve  had  to  develop  our  own  internal  expertise. 


Note 


Unlock  DevOps  Value 


register  DevOps  practices  and 
methodologies  are  changing  the  way  IT 
executives  and  their  teams  deliver  soft¬ 
ware.  DevOps  can  enable  faster  software 
deployment,  improved  availability,  better 
security,  reduced  failure  rates  and  faster 
time  to  market  for  new  services.  Join  the 
CEC  and  Stephen  Elliot,  vice  president 
of  IDC's  IT  Infrastructure  and  Cloud 
practice,  as  they  present  a  road  map  that 
will  accelerate  your  journey  and  unlock 
DevOps  opportunities. 
council.cio.com/devops 


Focusing  on  Digital  Vision 


watch  Discover  the  transformative 
power  of  a  clear,  inspiring  digital  stra¬ 
tegic  vision,  as  well  as  the  governance 
that  can  bring  it  to  life.  In  this  recorded 
presentation,  you'll  hear  from  George 
Westerman,  CEC  academic  adviser  and 
research  scientist  at  the  MIT/Sloan  Initia¬ 
tive  on  the  Digital  Economy,  and  Hagen 
Wenzek,  a  CEC  analyst  as  they  outline 
critical  success  factors  for  developing 
and  applying  a  digital  vision.  These 
experts  will  draw  on  findings  from  com¬ 
panies  that  have  used  the  CEC's  C-Suite 
Digital  Leadership  Capability  Assess¬ 
ment.  council.cio.com/stdig 


Shaping,  Not  Taking,  Orders 


register  One  of  the  most  difficult 
challenges  facing  IT  leaders  is  transform¬ 
ing  order-taking  IT  teams  into  groups  of 
order-shapers,  and  asking  technologists- 
whose  toolkits  undergo  major  shifts 
every  18  months  or  so-to  be  operational, 
strategic,  consultative,  innovative  and 
customer-focused.  And  that's  just  trans¬ 
forming  IT.  These  days,  CIOs  and  their 
teams  are  also  leading  cultural,  business 
process  and  even  business  model  trans¬ 
formations.  Join  moderator  Martha  Heller, 
president  of  Heller  Search  Associates,  on 
Sept.  24  to  hear  IT  leaders  discuss  their 
transformation  stories.  They'll  address 
topics  such  as  generating  innovative 
ideas,  obtaining  buy-in  for  organizational 
change,  and  driving  IT  to  produce  sub¬ 
stantial  business  benefits. 
council.cio.com/ordershaper 
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connect 


LEADING  EDGE 


Creating  a  Culture  of 'How' 

A  year  after  SAIC's  spinoff,  IT  focuses  on  delivering  consistent  predictable 
and  efficient  services  to  the  enterprise  by  bob  fecteau 


In  2013,  the  original  SAIC  split  into  two  separate  companies,  and 

the  challenge  was  to  deliver  a  new,  modern  IT  operation  for  a  $4  billion  company  spun 
off  from  an  organization  with  a  $12  billion  infrastructure. 


I  was  hired  in  2012  as  the  CIO,  responsible  for  executing 
separation.  To  achieve  separation,  we  adhered  to  a  design 
model  that  moved  the  IT  services  from  a  distributed  sup¬ 
port  model  into  an  integrated  enterprise  service. 

Our  approach  was,  and  still  is,  implementing  a  servant/ 
participatory  leadership  model,  in  which  the  business  and 
IT  collaborate,  with  shared  decision-making  authority,  to 
achieve  the  necessary  efficiencies  to  support,  grow  and 
optimize  the  business. 

During  my  initial  interview 
with  CEO  Tony  Moraco,  there 
was  little  to  no  discussion  about 
technology  or  IT  strategy;  instead 
we  focused  on  how  to  lead  the 
company  into  the  future.  As  it 
turned  out,  we  both  have  similar 
ideas  on  how  leadership  can  and 
will  enable  the  growth  of  SAIC. 

One  of  our  first  things  we  did 
was  to  declare  that  IT  isn’t  a  func¬ 
tional  support  of  the  business— it 
is  the  business.  We  eliminated  a 
previous  command-and-control, 
hierarchy-based  atmosphere, 
then  we  streamlined  budget 
processes,  empowered  employ¬ 
ees  to  make  decisions  and  required  them  to  be  responsible 
for  their  actions.  This  involved  a  major  cultural  shift,  but 
starting  a  new  company  provides  a  unique  opportunity  to 
establish  new  streamlined  processes  driven  by  a  culture 
that  rewards  creativity  and  innovation. 

The  IT  department  was  one  of  the  first  areas  to  adopt  a 
new  mindset.  No  longer  seen  as  a  large  cost  center  that  was 
used  to  balance  the  budget,  the  IT  department  has  become 
known  as  a  responsive,  reliable  and  respected  capability 
within  SAIC.  This  is  the  most  powerful  thing  a  CIO  can 


do  for  the  company:  Provide  excellence  in  the  financially 
sound  execution  of  the  company’s  IT  investments  in  sup¬ 
port  of  the  business. 

Our  second  move  was  to  take  steps  to  foster  confi¬ 
dence  in  IT.  Previously,  IT  was  decentralized,  duplicating 
investments  and  solutions  for  common  business  require¬ 
ments.  Now,  we  are  organized  along  functional  delivery 
capabilities  and  have  seven  key  leaders  who  plan,  budget 

and  deliver  proactive  IT  support 
while  at  the  same  time  reducing 
the  complexity  of  IT  systems. 

Third,  we  made  an  effort  to 
improve  the  management  of  our 
technology  investments.  We 
redefined  the  way  we  initiate, 
communicate  and  track  corpo¬ 
rate  investments  using  an  IT 
investment  portfolio  approach. 

There  are  two  key  principles 
that  we  now  live  by  in  IT.  First,  we 
strive  to  respond  to  user  requests 
by  asking  “How  are  we  are  going 
to  support  you?”  instead  of  saying 
“No,  we  cannot  support  you.”  Sec¬ 
ond,  we  recognize  that  our  role  is 
to  work  with  people  to  help  them 
achieve  things  they  couldn’t  achieve  on  their  own. 

As  CIOs,  we  can  be  our  own  worst  enemies.  When  we 
don’t  clearly  define  our  roles,  fail  to  speak  the  business’s 
language  or  refuse  to  internalize  business  objectives,  we 
may  alienate  the  very  people  we  are  here  to  support.  We 
also  increase  the  risk  that  we  will  be  out  of  sync  with  where 
they  are  going.  The  days  of  doing  IT  for  IT’s  sake  are  over. 


Bob  Fecteau  is  CIO  at  SAIC,  a  provider  of  technology  services  to 
government  clients.  He  is  a  member  of  the  CIO  Executive  Council. 
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MARKETPLACE 


NIOs 


Fiber  Cabling  System 

[Keep  It  Simple,  Stupid] 


Our  customers  asked  us  to  keep  fiber  cabling  simple,  so  we 
did!  We  are  in  the  21st  century  and  everything  should  be 
Faster,  Easier,  and  Simpler;  including  the  fiber  cabling  system. 
So  we  removed  the  complicated  designs  from  our  enclosures. 
We  pre-assemble  every  part  according  to  your  spec,  right 
here  in  California.  There  are  no  ten  page  assembly  instruction 
manuals  and  all  you  need  is  a  screwdriver  -  four  mounting 
screws  (included)  and  you  are  done! 

Our  Bundle6'“  fiber  patch  cords  come  bundled  and  labeled 
with  six  cables  in  a  protective  box.  No  field  termination,  no 
untangling,  and  no  messy  plastic  bags.  All  you  need  to  do  is 
plug  them  in! 

Don’t  let  them  tell  you  that  fiber  cabling  is  complicated  and 
therefore  should  be  expensive,  it’s  not!  Try  Cablesys  Fiber 
Cabling  System  and  your  life  will  be  much  easier,  simpler,  and 
less  expensive  -  like  50%*  less! 


Cabling  System  Simplified 

cablesys.com/fiber  800-555-7176  cs@cablesys.com 

©Copyright  2015,  Cablesys  ‘Compared  to  big  name  brands. 
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[C-LEVEL  VIEW] 


An  Electrifying  Force 


Stuart  Thorn,  CEO  of  Southwire,  a  wire  and  cable  company, 
recognizes  the  power  of  mobile  apps  by  martha  heller 


What  impact  has  technology 
been  having  at  Southwire? 

As  we  grow  internationally,  we  want 
to  keep  our  family-oriented  culture, 
which  has  been  a  competitive  advan¬ 
tage.  To  help  maintain  a  strong  sense 
of  connectedness  as  we  grow,  we 
designed  a  system  called  iAm,  which 
allows  employees  to  post  informa¬ 
tion  about  their  skills,  knowledge, 


education  and  interests,  and  ask  for 
feedback  from  anybody  in  the  com¬ 
pany.  We  call  it  iAm  because  regard¬ 
less  of  where  they  work,  people  can 
declare,  “I  am  here,  I  exist,  I  am  part 
of  this  company,  and  I  matter.” 

What  role  is  data  playing  in 
Southwire's  success? 

When  you  turn  islands  of  data  into 
a  holistic  view  of  your  business, 
employees  move  from  being  func¬ 
tional  specialists  to  total  business 
people.  It  used  to  be  that  organiza¬ 
tional  skills  were  fragmented— the 
accountant  was  very  different  from 
the  salesperson,  who  was  very  dif¬ 
ferent  from  the  financial  analyst.  But 
as  information  becomes  integrated, 
people  in  siloed  functional  roles  can 


stretch  beyond  their  traditional  areas 
of  expertise. 

Is  that  happening  at  Southwire? 

Ever  since  I  arrived  as  CEO  14 
years  ago,  I’ve  been  telling  every 
employee,  from  the  forklift  driver 
to  the  extruder  operator  to  the  CIO, 
“You’re  a  business  person  first  and  a 
functional  expert  second.” 


Throughout  the  day,  employ¬ 
ees  gather  in  huddles  to  talk  about 
improving  the  business.  No  one  says, 
“Let  somebody  else  worry  about 
that.”  Our  executive  team  has  weekly 
meetings  with  no  real  agenda— just  a 
chance  for  us  to  be  business  partners 
unconstrained  by  title  or  division. 
This  collaborative  spirit  is  a  part  of 
our  culture. 

Do  communication  tools  affect 
the  way  you  lead? 

When  I  started  my  career,  I  worked 
with  some  senior  managers  who 
were  proud  of  the  fact  that  they 
didn’t  sit  at  a  computer.  It  was  a 
badge  of  honor  that  they  were  senior 
enough  not  to  have  to  use  technology. 

Having  grown  up  in  a  newer  gen¬ 


eration,  I  shook  my  head  at  that.  If 
you’re  going  to  be  a  great  leader,  you 
should  be  on  the  leading  edge  of  tech¬ 
nology,  and  you  should  be  using  it 
yourself.  I  made  up  my  mind  to  be 
an  early  adopter. 

As  soon  as  I  downloaded  my  first 
mobile  app,  I  knew  how  transforma¬ 
tional  it  would  be  for  our  business. 
I  said  to  my  leadership  team,  “Apps 
are  going  to  change  the  world.  How 
do  we  adopt  these  more  quickly  than 
our  competition?  How  can  we  get  our 
brand  name  in  the  pockets  of  our  end 
users?” 

So  we  listened  to  our  customers 
and  developed  a  set  of  useful  apps 
before  our  competition  did.  We’ve 
launched  a  voltage-drop  calculator, 
a  conduit-fill  calculator  and  other 
useful  applications.  We’ve  even 
developed  an  app  that  estimates  how 
much  cable  is  left  on  a  reel  based  on 
an  uploaded  photograph.  Now  our 
customers  are  looking  at  our  brand 
every  day. 

What  is  exciting  to  you  in  the 
world  of  technology? 

I  am  excited  by  healthcare  technol¬ 
ogy  that,  for  example,  examines  DNA 
for  early  signs  of  cancer  or  monitors 
health  statistics  on  a  real-time  basis. 
Those  developments  are  exciting  to 
me  not  only  as  an  individual,  but 
also  as  CEO  of  Southwire  because 
we  want  to  help  our  employees  lead 
safer  and  healthier  lives. 


Martha  Heller  is  president  of  executive 
recruiting  firm  Heller  Search  Associates 
and  author  of  The  CIO  Paradox.  Follow 
her  on  Twitter:  @marthaheller. 
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If  you’re  going  to  be 
a  great  leader,  you 
should  be  on  the  leading 
edge  of  technology. 
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dtSearch's  document  filters 
support  popular  file  types,  emails 
with  multilevel  attachments, 
databases,  web  data 


Highlights  hits  in  all  data  types; 
25+  search  options 


With  APIs  for  .NET,  Java  and  C++ 
SDKs  for  multiple  platforms. 

(See  site  for  articles  on  faceted 
search,  SQL,  MS  Azure,  etc.) 


Visit  dtSearch.com  for 
hundreds  of  reviews  and 
case  studies 

fully-functional  enterprise  and 
developer  evaluations 


The  Smart  Choice  for  Text  Retrieval®  since  1991  www.dtSearch.com  1-800-IT-FINDS 


Instantly 

Terabytes 


/ - 

dt  Search 


Search 
of  Text 


SOFTWARE  ENGINEER:  Peterson  Tech¬ 
nology  Partners  Inc.  seeks  qualified  soft¬ 
ware  engineer  for  its  headquarters  located 
in  Rolling  Meadows,  IL  &  various  &  un¬ 
anticipated  work  locations  throughout  the 
U.S.  Resp.  for  the  design,  implementation, 
testing  &  integration  of  custom  software 
applications  utilizing  UML  principles  for 
the  design.  Master’s  degree  in  Computer 
Science  or  Engineering  required  (Will  ac¬ 
cept  Bachelor’s  degree  in  the  above  field 
plus  5  yrs  related  progressive  experience 
in  lieu  of  Master’s  degree)  each  w /  a  back¬ 
ground  or  coursework  in:  (i)  designing, 
implementing,  testing  &  integration  of  cus¬ 
tom  software  applications  utilizing  UML 
principles  for  the  design;  (ii)  implementing 
application  design  &  writing  code  accord¬ 
ing  to  the  design  using  programming  & 
scripting  languages  including  Javascript, 
JQuery,  Angular  JS,  Java,  HTML5,  CSS3 
&  Shell;  and  (iii)  understanding  of  comput¬ 
er  systems  architecture,  wireless  &  wired 
communications,  performance  &  architec¬ 
ture,  &  data  structures.  An  EOE.  Respond 
by  mail  to  Peterson  Technology  Partners, 
1600  Golf  Rd,  Ste  1206,  Rolling  Meadows, 
IL  60008.  Refer  to  ad  code:  PTP-062915 


Didn’t  find  the  IT  career 
that  you  were  looking  for? 


Check  back  with  us  for  fresh  listings 
placed  by  top  companies  looking  for 
skilled  professionals  like  you! 


IT  careers 


Programmer  Analyst  w/  2yrs  exp.  in  any 
one  set  of  tools  in  proj.  mgmt.  &  feasibil¬ 
ity,  analyze  workflow,  review,  &  rewrite 
programs  using  workflow  chart  &  diagram 
critical  thinking,  quality  control  analysis, 
complex  problem  solving,  design,  de¬ 
velop,  implement  &  test  software  projects 
relating  to  insurance,  benefits  and  payroll. 
Software  tools:  UNIX,  Linux,  Windows, 
Solaris,  Java  6/7,  J2EE  Design  Patterns, 
PostgreSQL,  Triggers,  Activiti  BPM,  Hi¬ 
bernate,  Eclipse  Indigo,  TDD,  Seam 
stack,  WYSIWYG,  HTML5,  JavaScript, 
SpringMVC  (2.5),  jQuery,  Apache  Del- 
taSpike  1.0.1,  SAML  2.0,  EJB  3.0,  SOA, 
JTA  1.1,  JSR  343,  Quartz  Scheduler 
2.2.0,  Drools  6.1,  JCA,  Apache  Rampart, 
SoapUl,  QUnit,  pgTAP,  Takipi,  BTrace, 
MAT,  Log4J,  Logstash,  Maven.  Send  re¬ 
sumes  to:  HR@benefitharbor.com  or  mail: 
Benefit  Harbor  LP,  14785  Preston  Rd,  Ste 
470,  Dallas,  TX  75254 


Solutions  Support  Engineer,  Ping  Identity 
Corporation,  230  3rd  Avenue,  2nd  Floor, 
Waltham,  MA  02451:  As  part  of  the  So¬ 
lutions  Support  Team  address  software 
system  issues  for  customers  utilizing  Ping 
Identity’s  propriety  software  PingFederate 
and  any  of  our  integration  kits.  Min  Reqs: 
Bachelor's  Degree  (or  foreign  equiv)  in 
Computer  Science,  Computer  Engineer¬ 
ing,  Systems  Engineering  or  a  rel  field  and 
5  years  of  exp  analyzing  enterprise-level 
software  systems.  Qualified  applicants 
should  directly  mail  resumes  to  Caroline 
DeBauche,  People  Operations  Partner, 
Ping  Identity  Corporation,  1001  17th 
Street,  Suite  100,  Denver,  CO  80202  w / 
ref  to  job  code:  PI615.  No  calls  please. 


APPLICATION  DEVELOPER:  Peterson 
Technology  Partners  seeks  qualified 
software  engineers  for  its  headquarters 
located  in  Rolling  Meadows,  IL  &  various 
&  unanticipated  work  locations  through¬ 
out  the  U.S.  Resp.  for  designing  and 
implementing  mobile-base  services  & 
web-based  solutions  to  provide  optimum 
interface  w/  mobile/eCommerce  website 
for  clients.  Master’s  degree  in  IT  Engi¬ 
neering,  Information  System  Technology, 
IT  Management,  or  a  closely  related  field 
of  study  (Will  accept  a  Bachelor’s  degree 
in  the  above  fields  plus  5  yrs  of  related 
progressive  experience  in  lieu  of  Master's 
degree)  each  alternative  degree  required 
w /  academic  or  industrial  background 
in:  (i)  database,  data  mining,  data  ware¬ 
house,  telecommunications  (wireless,  mo¬ 
bile  &  internet  communication  protocol), 
computer  architecture  &  internet  security 
(policies  &  risk  management  strategies); 
&  (ii)  developing  technical  mobile/eCom- 
merce  solutions  using  HTML5,  CSS3, 
Android,  iOS,  Angular  Js,  REST  API,  & 
coordinate  Quality  Assurance  efforts.  An 
EOE.  Respond  by  mail  to  Peterson  Tech¬ 
nology  Partners,  1600  Golf  Rd,  Ste  1206, 
Rolling  Meadows,  IL  60008.  Refer  to  ad 
code:  PTP-01082015 


Labor  Certification  Ads 


Are  you  an  individual,  agency  or  law  office  needing 
to  place  ads  to  fulfill  legal  requirements? 

Let  us  help  you  put  together 
an  efficient,  cost  effective  program  that  will  help 
you  place  your  ads  quickly  and  easily. 


For  more  details,  contact  us  at: 

888.455.4646 

iTicareers 


IT  careers 


Sr.  Consultant.  Job  location:  Miami,  FL  & 
any  other  unanticipated  locations  in  U.S. 
Travel  Required.  Duties:  Translate  busi¬ 
ness  needs  into  specs  using  tools  like  MS 
Excel,  Putty  &  SQL  Developer.  Gather  de¬ 
tailed  client  system  requirements  &  inter¬ 
view  client  SMEs  to  provide  detailed  solu¬ 
tions.  Resp.  for  expanding  support  system 
configs.  &  appls.  for  improved  workflow 
&  analyze  &  revise  system  design  proce¬ 
dures  to  improve  qual.  standards  of  exist¬ 
ing  info  systems  using  Oracle  Hyperion 
Planning,  Oracle  Essbase  EAS,  Oracle 
APEX  &  Oracle  SmartView.  Develop  train¬ 
ing  docs  for  end  users  using  Oracle  User 
Productivity  Kit.  Create  various  reports  for 
clients  using  Oracle  Tools  like  Financial 
Reporting  Studio,  OBIEE  &  Bl  Publisher. 
Requires:  M  S.  degree  in  Comp.  Sci., 
Eng.  or  related  field  &  3  yrs.  exp.  in  the 
job  offered  or  3  yrs.  exp.  as  a  Consultant. 
Will  accept  B.S.  (or  foreign  equiv.)  &  5  yrs. 
exp.  in  the  computer  ind.  in  lieu  of  M.S. 
&  3  yrs.  exp.  Concurrent  exp.  must  inch: 
2  yrs.  exp.  using  Oracle  Hyperion,  Putty 
&  SQL  Developer  &  2  yrs.  exp.  develop¬ 
ing  training  docs.  Send  resume  (no  calls) 
to:  Michelle  Ramirez,  The  Hackett  Group, 
Inc.,  1001  Brickell  Bay  Dr.,  Suite  3000,  Mi¬ 
ami,  FL  33131. 


For  more  details, 
contact  us  at: 

itcproduction@itcareers.net 
or  888-455-4646 
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Heady.  Set.  If  an  Gogh. 


iPads,  smartwatches  and  Google  Glass  weren’t  around  when  Van  Gogh  painted  his  iconic  self-portraits  in 
the  1880s.  So  how  does  New  York’s  Metropolitan  Museum  of  Art  integrate  new  technology  into  the  experience 
of  viewing  such  venerable  artworks?  That’s  the  question  CTO  Jeff  Spar  faced  as  he  set  out  to  enhance  the  Met’s 
visitor  experience  without  disrupting  it.  “We  had  to  find  the  right  balance  between  being  able  to  introduce 
the  technology  [without  changing]  the  culture  of  the  museum,”  he  says.  “The  art  is  the  No.  1  experience.” 
New  kiosks  allow  visitors  to  purchase  or  print  tickets  to  the  museum,  concerts  or  events,  or  buy  museum 
memberships.  Staff  members  also  carry  iPads  to  use  for  those  purposes.  These  technologies  have  helped  the 
145-year-old  museum  learn  more  about  its  customers,  reduce  paper  and  drastically  reduce  data  entry  needs. 
Today,  71  percent  of  memberships  are  sold  through  the  kiosks  and  iPads.  A  2015  CIO  100  award  winner, 
the  Met  is  now  working  on  using  iPads  for  mobile  merchandising,  and  it’s  experimenting  with  iBeacons  to 
transmit  information  about  pieces  of  art  to  the  smartphones  of  nearby  patrons.  —Lauren  Brousell 
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Are  You  Ready  for  the  Millennial  workforce? 

As  more  millennials  enter  the  workforce,  IT  must  meet  their  new  technology  demands 
and  a  flexible  work  culture. 


THE  MILLENNIALS  HAVE  ARRIVED  IN  THE  WORKFORCE.  They  bring  With 
them  not  only  joined-at-the-hip  technology,  but  also  new  attitudes  about  careers 
and  employment.  Soon  they  will  dominate  the  workforce,  in  2013,  one  out  of 
every  three  employees  was  a  millennial.  Within  10  years,  they  are  expected  to 
constitute  75  percent  of  the  workforce. 

IT  departments  are  preparing  for  this  massive  shift  in  the  labor  force  by  investing 
in  millennial-friendly  technologies— primarily  mobility,  cloud,  big  data  and  social 
media.  These  technologies  are  the  way  millennials  work,  and  companies  that 
don't  provide  them  could  be  at  a  disadvantage  in  hiring  and  retaining  millennial 
workers.  In  a  recent  survey  by  IDG  Research  Services,  IT  managers  identified 
several  "millennial  shift"  trends  that  are  shaping  their  businesses  over  the  next 
year.  The  top  three  were  an  increase  in  mobile/remote  workforces  (78  percent), 
increased  use  of  collaboration  and  communications  tools  (73  percent)  and 
changing  security  requirements  (57  percent).  The  survey  also  uncovered  some 
major  gaps  in  IT  departments'  preparations. 

60%  OF  COMPANIES  ARE  INVESTING 
IN  MOBILE  TECHNOLOGY  TOOLS 

ONLY  37%  OF  COMPANIES  ARE 
CONFIDENT  OF  THEIR  ABILITY  TO 
PROVIDE  ACCESS  TO  DATA  ANYTIME, 

ANYWHERE. 


and  43  percent  plan  to  invest  in  communications/ 
collaboration  tools  over  the  next  year.  Yet  only  37 
percent  are  confident  of  their  ability  to  provide 
access  to  data  anytime,  anywhere,  which  is  one 
of  the  main  objectives  of  having  such  tools  and 
a  capability  that  is  extremely  important  to  and 
expected  by  millennials. 

A  new,  flexible  workforce 

Companies  that  adopt  such  technologies  will  not 
only  be  better  prepared  for  millennials,  but  also 
for  broad,  structural  changes  in  the  labor  market. 
Aging  Baby  Boomers  may  want  to  remain  in  the 
workforce  as  part-timers  or  consultants,  but  only 
if  they  can  have  the  flexibility  to  work  from  home. 
And  both  young  and  old  workers  are  becoming 
part  of  a  trend  away  from  traditional  nine-to-five 
full-time  jobs  and  toward  a  gig  economy,  in  which 
independent  contractors  come  together  to  work  on 
projects.  A  recent  column  in  Forbes  noted  that  34 
percent  of  the  workforce  is  already  contract  labor, 
and  the  proportion  is  rising  fast. 


"I  think  we  have  a  quiet  crisis  developing,"  says  Ron  Hubley,  solutions  director 
focusing  on  mobility  and  applications  at  Randstad  Technologies,  an  IT  staffing 
and  solutions  provider.  "There  is  a  gap  between  what  IT  can  provide  and  what 
users  want." 

For  example,  31  percent  of  survey  respondents  admit  that  they  are  not  yet  making 
any  changes  to  adapt  to  the  millennial  workforce,  and  43  percent  are  just  now 
discussing  the  needs  of  the  changing  workforce  and  forming  a  plan  to  address 
them.  Only  24  percent  have  a  specific  plan  in  place  to  support  the  next  generation 
of  the  workforce.  Some  60  percent  plan  to  invest  in  mobile  technology  tools, 
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"IT  needs  to  prepare  for  this  increasing  use  of 
contractors,"  says  Hubley.  "Full-time  employees 
and  contractors  will  all  have  to  be  able  to  connect 
and  work  together." 

To  narrow  the  gap,  IT  departments  should 
implement  BYOD  policies;  adopt  cloud-based 
e-mail,  project-management  and  collaboration 
tools;  and  make  mobile-  and  cloud-based  security 
a  priority.  IT  organizations  that  are  vigilant  and 
nimble  enough  to  provide  the  right  technologies 
will  be  able  to  attract  the  best  talent  and  build 
competitive  advantage.  Those  that  do  not  will  find 
themselves  unable  to  adapt  to  the  changing  needs 
of  the  workforce,  losing  out  on  their  chance  to  hire 
and  retain  the  best  people. 


For  more  information,  visit  www.randstadusa.com 
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Power  your  enterprise 

with  our  most 

powerful  processor 


Your  office  never  really  closes.  Your  team  needs 
technology  that  keeps  them  productive.  This  is 
the  Samsung  Galaxy  S6  edge.  Equipped  with 
3x  more  RAM  than  the  iPhone  6*  and  our  most 
powerful  mobile  processor  ever,  we  have  created 
a  superior  platform  to  keep  you  working  as  fast 
as  business  demands. 


Visit  samsung.com/us/galaxys6business  to  learn  more 


SAMSUNG 


'Based  on  coiriparison  o(  Galaxy  S6  and  Galaxy  S<3  edge 
Devices  that  Support  Quick  Connect™  must  tiave  it  errs 
Samsung,  Galaxy  S,  KNOX  and  Samsung  Business  are  j 
and  marks  mentioned  herein  are  the  properly  of  their  rer 


i  RAM  will'1  Apple's  published  specifications.  Coi 
idled;  devices  that  do  put  support  Quick  Conn* 
ill  trademarks  ot  Samsung  Electronics  Co  .  Ltd 
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